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mt 2 MORE ADVERTISING VOLUME 


No other mining publication carries as many pages of display advertising. 
As a matter of record, E&MJ carries — year after year — more advertising than 
the next three publications combined. 


Advertisers prefer ENGINEERING AND MINING JOURNAL because they know 
its editorial and advertising values. Know that it is the only 

mining publication that truly covers the world-wide metal and nonmetallic 
mining, milling, smelting and refining industry. 


Manufacturers are becoming increasingly aware of the fact that the market 
covered by E&M1J is, in reality, a horizontal as well as a 

vertical market. The large variety of metal and nonmetallic mining and 
milling industries covered by E&MJ are not subject to the 

same economic pressures. 


For example — lead and zinc mines may be temporarily shut down due to 
unfavorable market conditions while the iron ore, titanium, uranium 

and a host of nonmetallic mining industries are booming. The smelters and 
refineries are an additional important supplement to this market. 


ENGINEERING AND ° 
MINING JOURNAL 


A McGraw-Hill Publication © 330 West 42nd Street, New York 36, N.Y. 





AT THE VITAL MOMENT I Tiuun;-Prodduct informative ijerithegs 
ACC eae ing in Thomas Register is often the 
| only advertising seen at the buyin 
CONTEMPLATED, T. R. 1S eee ei el 
moment. It — 


HABITUALLY CONSULTED | : 
I. Influences product selection 


BY U. S. INDUSTRY FOR ha directly! 


THE COMPLETE ADVANCE 2. Revives impressions from 
other advertising. 


PICTURE OF ALL AVAIL- 3. Provides returns far beyond 


ABLE SUPPLY SOURCES. the small annual cost. 


Proof of this statement lies in the fact that 


10,801 ADVERTISERS 


more advertisers than advertise in all other industrial 


publications combined, are using a total of 


40,406 ADVERTISEMENTS 


in the single Annual Thomas Register Edition! 
Ask a T.R. Representative to give you all the fabulous facts, NOW. 


READERSHIP ZERO T.R. BUYERSHIP ‘1}OO* 


"lochs Pays to pAdvertise tn . 


[HOMAS @ 
REGISTER 


96% PAID CIRCULATION 
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Thomas Publishing Company 
461 Eighth Avenue, New York 1 
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Your Five Year Petroleum Engineer Report 


YOU WELCOMED a new idea in 


a plan which provided the 


YOU SAW at once the tremendous 
advertising visibility advantage 
of being in an edition selected 
by the reader to fit his own in- 
terest needs... published at a 
comfortable monthly interval. 


NOW AFTER FIVE YEARS... the 
Petroleum Engineer’s four 
edition plan has proved an 
unqualified success from both 
the viewpoint of the reader .. . 


and from the viewpoint of the 
advertiser. 


yh 
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YOU APPROVED our four editions . . . 
Drilling-Producing; Refining-Petro- 
chemical; Oil & Gas Pipelining; 
and one for Management... to 
permit specialized and integrated 
editorial selection by readers. 


YOU COMPLIMENTED PE’S break-down 
rate structure under this plan... 
a rate structure that lets you buy 
only the circulation you need... 
without waste... with unmatched 
economy. 


READERS LIKE choosing and receiv- 
ing only the editorial material 
they want... result PE leads all 
other oil papers in circulation 
gained for the past five years... 
since the first issue under this plan. 


YOU LIKED the idea of three 
compact, specialized editions, 
weeded of extraneous, distract- 
ing matter for operating spe- 
cialists . . .and one Management 
Edition covering the entire in- 
dustry for those who prefer it. 


YOU ACKNOWLEDGED the foresight of 
this 1949 improvement in oil pub- 
lishing ... which was in reality 
no more a departure than was 
PE’s introduction in 1929 as the 
first engineering-operating oil 
publication. 


SILVER ANNIVERSARY... October 
marks PE’s twenty-fifth year of 
publication as a magazine of 
methods for operating men...and 
progress remains our keynote as 
PE continues its search for better 
ways of publishing in 

terms of filling reader 

needs, wants, and de- 

sires. 


ce. Dig ) Engineer 


YOUR FIVE YEAR REPORT... was 


actually written by you as an in- 


EE @ record 


year for... 


dustrial advertiser... through 
your approval of the manifold 


advantages of this plan... and 


P.O. BOX 1589 DALLAS, TEXAS 
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BIG ... in format—coverage—readership . . . 
and results—ask any advertiser. 


BEAUTIFUL .. . 4-color front covers—60 Ib. 
enamel stock—dquality printing—unusuval 
"“lie-open” binding and . . . BEAUTIFULLY 
EDITED . . . staff-written throughout—send 
for sample copy and see. 


POWERFUL ... use it and know! 



















November 1945... pinpoint of light in a vast and 
venerable industry ... that was MODERN RAILROADS. 
Month after month, year after year, key railroad men 
and advertisers alike recognized MODERN 
RAILROADS’ conscientious and progressive approach 
to all railroad problems. 
Today ... MODERN RAILROADS is a hl nae 
H light upon all that is good for railroads. Truly “a ball 
of fire.” 











MODERN ‘gy 
RAILROADS 2; 


PHONE: STate 2-412] 
201 N. WELLS STREET, CHICAGO 6, ILLINOIS 


44) LEXINGTON AVE, NEW YORK + 459 THE ARCADE, CLEVELAND + 423 FIRST TRUST BLOG. PASADENA 
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All our engineering and development work on 
Power Shovels and Truck Cranes is aimed at the one 
ultimate objective —reducing the per-ton cost of mov- 
ing materials. A constant search for improvement 
involves every detail of design in all P&H products. 
Maintaining P&H leadership in design is a constant 
challenge to all of us engaged in this work. The regu- 
lar reading of Product Engineering is important be- 
cause it is stimulating and helps to keep us on our toes. 
W. S. Burdick 

Vice-President Engineering 

P&H Harnischfeger Corporation 

Milwaukee, Wisconsin 
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He Leads Design at Harnischfeger 


+ HE READS PRODUCT ENGINEER! 


.-. and when you advertise here, you tell your products’ 
story to more design engineers than have ever before 
subscribed to a magazine edited for them 


The Original Equipment Market is a distinctive one for many reasons. It is indus- 
try’s biggest market ($28-billion big) for parts, materials, components, and finishes. 
Its buying power is highly concentrated, with the basic decisions which determine 
your products’ sales future largely made in less than 8,000 important Design Engi- 
neering Headquarters coast-to-coast. And it is equally distinctive for the unmatched 
sales power one magazine can put behind your products. 

In this big and basic market, Product Engineering reaches deep down into the 
Design Engineering Headquarters where your products must be sold, with over 26,000 
paid subscriptions . .. to the end result that its influence is felt from top to bottom, 
and at every level where a “yes”or “no” to your products can make or break a sale. 
The power of its editorial pages is such that an ever-growing number of design engi- 
neers pay to read them when other design magazines are available to them at no cost. 
And month after month, year after year, these Product Engineering pages stay useful, 
keep working for your customers and you. . . bring a steady flow of requests for article 
reprints sometimes 20 or more years old. 

In any field, there is no substitute for the advertising values circulation and editorial 
leadership offer to you. And in the Original Equipment Market . . . as almost 900 
advertisers and 4,423 advertising pages last year confirmed ... there is clearly no 
advertising-value substitute for Product Engineering’s editorial quality and 26,000 
all-paid, ABC-audited circulation. 

More clearly than ever, when you want increased business in industry’s great- 
growth market, you advertise in Product Engineering. 


The McGraw-Hill Magazine of Design Engineering 
McGraw-Hill Building, New York 36 


DISTRICT OFFICES: Atlanta 3- Boston 16- Chicago 1) 
Cincinnati 8 - Cleveland 15 - Dallas 1 ~ Detroit 26 

Los Angeles 17 -New York 36 - Philadelphia 3 
Pittsburgh 22 -San Francisco 4 - St. Louis 8 


AMERICA’S NEW PRODUCTS READ PRODUCT ENGINEERING 


May 1984/7 








Straight 
to 
the 
point! 


No 
double 
talk, 


no 
double 


cost! 


Only CHEMICAL 
ENGINEERING 
PROGRESS 


predominantly 
reaches and sells 
Chemical Engineers. 





Chemical 7 
Engineering 
® Progress 


Published exclusively for Chemical Engineers 
by American Institute of Chemical Engineers 


120 East 41st St., New York 17, N. Y. 
Remember... 
the engineer is educated 
to specify and buy! 
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@ Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 


Broad education of admen fine, 
but how about that first job? 


® TO THE EDITOR . . In reply to the 
question: “Should universities teach 
advertising to under- 


(IM, March) I would 
say, “Yes, if advertising instructors 


industrial 
graduates?” 


in the colleges were given a chance 
to apply some of the theory of ad- 
vertising.”’ 

My experience in teaching mar- 
keting subjects on the college level, 
and working for industry compels 
me to agree with both business man 
Chandless and educator Jeuck in 
their statements for IM. Mr. Chand- 
ess is correct in stating that adver- 
tising is a specialized business, but 
Dean Jeuck understands the prob- 
lem of the company president who 
is looking for a promotable execu- 
tive with a broad educational back- 
ground. 

With regard to the issue of “spe- 
cialization” educa- 
tional background,” I can under- 
stand why many educators and 
business men believe that too much 


versus “broad 


specialization makes for a narrow 
point-of-view. Yet, when the grad- 
uate of the college business school 
starts to look for a job, he must 
begin at the bottom rung of the lad- 
der . . because he has not had suffi- 
cient training in the field of his 
interest. He must learn to become 
a specialist . . a copywriter, a lay- 
out man, a research man .. in order 
to reach a salary level commen- 
surate with his own ability. 
Business executives contend that 
the man with a liberal arts back- 
ground is the best potential execu- 
tive. But, at the same time, execu- 
tives will hire a specialist rather 


than a liberal arts major because 
the latter is not able to “pay his 
own way.” This may make sense 
to business men, but it’s a real di- 
lemma to the college grad who must 
frequently operate on one cylinder 
until he acquires a certain amount 
of specialized knowledge. 

Some sort of compromise might be 
offered, along the following lines: 
1. Require each marketing profes- 
sor to get some practical experience 
in his field so that he can be of 
real assistance to the students who 
are entering the advertising profes- 
sion. Encourage the extension of 
scholarships offered by business 
firms to college teachers. 

2. Teach subjects in colleges that 
will be of real help to the college 
graduate who wants to go into mar- 
keting work. 

R. S. STEFFA 

Sales Analyst, McCulloch Mo- 

tor Corp., Los Angeles 


Mathieson Chemicals surveys 
samplers, gets a 60% return 

® TO THE EDITOR I have been 
reading INDUSTRIAL MARKETING for 
years, most of the time as a per- 
sonal subscriber at home. Copy 
Chasers is invariably interesting 
and a valuable industry guide to- 
ward productive advertising. This 
feature has certainly earned many 
unwritten favorable comments from 
me. 

I was especially interested in their 
review of chemical advertising, since 
that is my special field of interest, 
and I hope that this subject can be 
discussed again. The problems are 

Continued on page 12 
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CONCENTRATE YOUR ADVERTISING 
WHERE THE BIG BUYING POWER 
CONCENTRATES ITS READING INTEREST 


Each year hundreds of manufacturers use Domestic Engineering to get their 
sales messages directly before the top contractor-dealers who, collectively, do 
the largest volume of business and constitute the industry’s greatest buying 
power. As a glance at the Advertisers’ Index of any issue of Domestic Engi- 
neering will tell you, many of these manufacturers are today’s leaders. Many 
more who continue to concentrate their advertising in Domestic Engineering 
are destined to become the additional leaders of tomorrow. That's why we 
continue to say, Follow the Lead of the Leaders ... BE a Leader! When you 
make your decision to concentrate your selling efforts in Domestic Engineering 
you take your most important step in this direction. 


AGMECUMNG 


MAGAZINE 


1801 PRAIRIE AVE., CHICAGO 16, ILLINOIS 


The Price Tag 


that Insures 


Readership 


If you make plumbing, heating or air con- 
ditioning equipment or appliances . . . and 
if you have an eye to greater future sales .. . 
that $5.00 price tag can be of utmost sig- 
nificance to you. For one thing, it identifies 
Domestic Engineering as the one fully-paid 
medium serving this multi-billion dollar 
market. But more important, it offers you 
mighty positive assurance that when your 
product story appears in the advertising 
pages of Domestic Engineering—in close re- 
lationship to editorial content that has the 
unqualified confidence and acceptance of its 
readers-—it will reach your most logical, 
most receptive, most sales-active audience. 
It means that your advertising will be seen, 
read and acted upon by the contractor-dealers 
in this field who pay for the privilege of 
receiving Domestic Engineering each month. 


CONSULT YOUR 


DVERTISING GENCY 











Do You Make Any of These 


Residential Cooling Products? 











Units 








Air Diffusers 














Air Filters 








Bearings 








Belts 








Blowers 








Coils, Cooling 








Compressors, 








Condensers 








Controls — 














Dampers 











THE ONLY 100% PAID CIRCULATION PAPER 
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Drives 


Ducts 
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Evaporative 
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Fans 


Fittings 


Furnaces 
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Instruments 




























































































Insulations 


“Louvers 


and Shutters 


Motors 


Motor 
Controllers 
and Starters 


Pumps 
Refrigerants 


eets — Metal 


See ‘or Composition 


for Ducts, 
Housings, etc. 
Tools av 
and Machinery, 
Sheet Metal 


Valves, 
Refrigeration 


Window Units 


IN WARM AIR HE 





... THEN AMERICAN ARTISAN’S 
DEALER SUBSCRIBERS (au pan, asc 
ARE YOUR BEST SALES OUTLETS 


Residential summer cooling and residential winter heating require the 
SAME engineering skills, the SAME selling and service methods. 


You need dealers who can figure heat loss and heat gain, air flow through 
ducts — how to fabricate and install these ducts — how to install and service 


your equipment, and keep customers happy. 


The ONLY dealers who have ALL these facilities are the warm air heating 
dealers and sheet metal contractors — readers of AMERICAN ARTISAN. 


These KEY warm air-sheet metal dealers control this cooling market. 
They have the skills, experience, shop facilities, and long lists of first class pros- 


pects among those to whom they have sold winter heating. 


The ARTISAN features summer cooling editorially — both to stimulate 
cooling sales at the dealer level, and to refresh dealers on the engineering 


essentials to satisfactory installations. 


Your products build a good name for your Company — when they are 
properly installed by AMERICAN ARTISAN subscribers. 


KEENEY PUBLISHING COMPANY 
6 N. Michigan, Chicago 2 


NEW YORK: 1734 Grand Central Terminal 
CLEVELAND: 3734 Woodridge Rd. 
LOS ANGELES: 672 S. LaFayette Park Place 


The KEY warm air heating- 
summer cooling dealers, who do 
the BIG VOLUME business, 
are paid subscribers to The 
ARTISAN. KEY dealers as a 
group handle 80% or more of 
the available business. 


WRITE TODAY FOR 12-PAGE 
BULLETIN explaining how 
ARTISAN editors are helping 
both manufacturers and dealers 
create a tremendously large 
market. 


ATING, RESIDENTIAL SUMMER COOLING, SHEET METAL CONTRACTING 
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Like to hear 
prospects say: 

“Now I see 
what you mean!” 
Show them with 3-D pictures 


@ Your plant is “real”, your products are 
“there”, your services ‘alive’? when you 
show them in the magic of full color, 
3-Dimensions. 

Your salesmen are assured the pros- 
pect’s undivided attention while your 
sales message is given. Compact, light- 
weight and easy to show—-View-Master 
stereo pictures add a dynamic new sell- 
ing force. And it costs only a few dollars 
to equip each man. Dealers, too, find 
View-Master invaluable for showing 
products in use or taking “samples” into 
prospects’ homes. 

If you have a selling problem, big or 
small, View-Master can help you solve it. 
Phone or write the commercial producer 
nearest you, or use the coupon below. 
NEO-PHOTO, 33 West 46th St., New York, N. Y. 

Phone: Plaza 7-8566 
TRI-ADS COMPANY, 1027 N. Western Ave 

Hollywood, Calif. Phone: Hempstead 5787 


VISUAL SALES COMPANY, 230 East Ohio Street 
Chicago, Illinois. Phone: Whitehall 4-2555 


STEREO 
SELLING | 
PICTURES 


®Sowyer s Inc 
e . ; ay 
} SAWYER'S INC., Dept. IM 
Portland 7, Oregon 
Please send information about View-Master three 
dimension pictures for commercial use 


Company Nome 


Address_ 





Zone___State_ 


PostiOR 
Ue) Gat Paik BS 


ff. ff Ff 
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letters .. 


somewhat different from those in- 
volved in advertising many other 
products. For example, demonstra- 
tions in use are just impossible. 
Further, for some of the newer 
chemicals, all of the facts that might 
be interesting are not yet known. 
Anyway, chemical advertising is an 
interesting subject for some of us 
and we would like to read more 
about it. 

Incidentally, we just conducted a 
survey in which we asked informa- 
tion from people to whom we had 
sent samples in the past year. We 
wanted to know if they had worked 
with the sample; what their results 
were; what kind of work they had 
done; if they anticipated commer- 
cial use, and if so about when; 
could be of further 
service; whether we should have a 


whether we 


representative call; any other com- 
ments they wanted to make. From 
previous questionnaire mailings I 
had felt that a 30 to 35°, return 
would be Right 
with some answers still trickling in, 


excellent. now, 
we have replies from over 60% of 
a 317 mailing. 
RICHARD C. CARR 
Manager of Sales Promotion, 
Mathieson Chemical Corp., 
Baltimore. 


‘Take it apart’ booklets 

are older than you think 

® TO THE EDITOR . . In reading your 
column in the February issue of 
INDUSTRIAL MARKETING I was inter- 
ested in your article on “take it 
apart” booklets (“Problems,” IM, 
Feb.) . . sheets on transparent ace- 
tate . . was quite informative and 
explained an extremely difficult 
subject quite well. 

However, I would like to take one 
exception to a very small part of 
the write up. You mention that this 
technique was introduced shortly 
before ‘World War II. I believe that 
such a technique was done in the 
middle thirties in the printing de- 
partment of the Ingersoll-Rand Co. 
at Phillipsburg, N. J. If I recall 
the history, the advertising depart- 
ment printed a conventional cata- 
log on an air compressor and, right 
in the center of this conventional 


catalog, bound a small sized eight- 
page insert showing the mechanism 
of a channel valve for an air com- 
pressor. 

This was printed on transparent 
sheets in just the fashion that you 
described. Since Iam no longer with 
Ingersoll-Rand, I cannot be sure of 
my exact dates, but my memory, 
which might be at fault to the ex- 
tent of a year or two, suggests that 
such an event happened in about 
1936 or 1937 under the direction of 
George Morrison, advertising man- 
ager; Carl Biers, copy writer; and 
Robert Uhler, superintendent of the 
print shop. 

The booklet was printed in suffi- 
cient quantities for all of the many 
sales representatives of Ingersoll- 
Rand to use and distribute to their 
customers. In no way, was it a 
sample lot printing. 

This is a rather amazing coinci- 
dence since your February issue 
featured a picture and short write 
up of the same George Morrison 
on page 54. I might take this op- 
portunity to mention that a great 
many of the advancements and 
achievements in industrial advertis- 
ing were done under his direction 
throughout the years. The print- 
ing on transparent acetate could 
only be considered one of them. 

In addition, George Morrison has 
probably trained and_ influenced 
more men in industrial advertising 
than possibly any other gentlemen 
concerned. Managing a complete- 
ly integrated advertising depart- 
ment including a tremendous (for 
an industrial concern) print shop, 
art department, photography stu- 
dios, as well as publishing a good 
business paper has certainly con- 
tributed to the knowledge of many, 
such as myself, who are proud to 
consider ourselves his former pupils. 

E. L. LEET 

Advertising & Publicity Man- 

ager, Sprout, Waldron & Co., 

Muncy, Pa. 


Says industrial agencies 

don’t like 15% commission 

® TO THE EDITOR . . I was very much 

interested in the letter written to 

you by E. J. MacKenzie, of Simplex 

Wire & Cable Co., on the 15% agen- 

cy commission. Since I believe that 

this matter has by no means been 
Continued on page 14 
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Machinery Makers Use PACKAGING 
PARADE For Full Market Coverage 


To reach more genuine prospects at the lowest 
cost per contact, these ‘““Who’s Who” machin- 
ery manufacturers schedule regular space in 


PACKAGING PARADE: 


A-B-C PACKAGING MACHINE CORP. 
AMERICAN TYPE FOUNDERS 

AMSCO PACKAGING MACHINERY, INC. 
ANDERSON BROS, MANUFACTURING CO. 
BARTELT ENGINEERING CO. 

BETTER PACKAGES, INC. 

E. L. BIVANS, INC. 

BROWN BAG FILLING MACHINE CO., INC. 
CHAMPLAIN COMPANY, INC. 

CLYBOURN MACHINE CORP. 

ARTHUR COLTON CO. 

CONSOLIDATED PACKAGING MACHINERY CORP. 
CONTAINER EQUIPMENT CORP. 
ECONOMIC MACHINERY CO. 

ELGIN MANUFACTURING CO. 

EXACT WEIGHT SCALE CO., THE 

FRAZIER & SON 

GISHOLT MACHINE CO. 

ADOLPH GOTTSCHO, INC. 

HAYSSEN MANUFACTURING CO. 

HOPE MACHINE CO. 

HUDSON-SHARP MACHINE CO. 

IDEAL STENCIL MACHINE CO. 
INDUSTRIAL MARKING EQUIPMENT CO., INC. 
INMAN MANUFACTURING CO., INC. 
INTERNATIONAL STAPLE & MACHINE CO. 
ISLAND EQUIPMENT CORP. 

R. A. JONES & CO., INC. 

KARL KIEFER MACHINE CO., THE 

LYNCH CORPORATION 

MACHINERY SERVICE CO. 

MARSH STENCIL MACHINE CO. 

MILLER WRAPPING & SEALING MACHINE CO. 
KENNETH J. MOORE & CO. 

NEW JERSEY MACHINE CO. 

OLIVER MACHINERY CO. 

PACKAGE MACHINERY CO. 

PERL MACHINE MFG. CO. 

PETERS MACHINERY CO. 

PFAUDLER CO. 

POTDEVIN MACHINE CO. 

PNEUMATIC SCALE CORP., LTD. 

RADIO RECEPTOR CO., INC. 

RAPID CUTTING CO., INC. 

F. B. REDINGTON CO. 

RESINA AUTOMATIC MACHINERY CO. 
ROTO BAG MACHINE CORP. 

SCANDIA MANUFACTURING CO. 
SCHAEFER MACHINE CO. 

SCIENTIFIC FILTER CO. 

SIMPLEX PACKAGING MACHINERY, INC. 
STANDARD-KNAPP Div. 

STOKES & SMITH CO. 

TITE CAP MACHINE CO., INC. 

TRIANGLE PACKAGE MACHINERY CO. 
UNION STANDARD EQUIPMENT CO., INC. 
U. S. BOTTLERS’ MACHINERY CO. 
VERTROD CORP. 

WEBER ADDRESSING MACHINE CO. 
WEIGH RIGHT AUTOMATIC SCALE CO. 
WRAP-ADE MACHINE CO., INC. 
WRAP-KING CORP. 

WRIGHT MACHINERY CO. 


Leading suppliers in ali other divisions of the 
field are also “regulars” in PACKAGING 
PARADE, to capitalize on its greatest avail- 
able coverage , 

among actual 

buyers—18,000- 

plus, CCA, 

Verified. 





ALL-BUYER CIRCULATION MEANS 
MORE SALES POTENTIAL PER AD 
DOLLAR IN BIG-BUYING FIELD 


Your packaging-advertising budget gets its biggest chance for bigger 
results in PACKAGING PARADE. In useful coverage alone, PACK- 
AGING PARADE outstrips all other magazines. Total BPA circulation 
is over 18,000—and PACKAGING PARADE circulation is thoroughly 
verified at regular intervals, so you know you are buying no deadwood. 


NO DILUTION OF AD DOLLARS 


Even more important, perhaps, is 
the fact that this big circulation is 
All-Buyer. It includes no competi- 
tive manufacturers—no large and 
unproductive lump of jobbers, 
libraries, colleges, or other “in- 
terested bystanders.” Besides this, 
the coverage is 98% among United 
States manufacturers, where you 
have your greatest possibilities for 
immediate and most profitable 
business. 


You pay for contacts with buyers— 
and in PACKAGING PARADE, 
you get what you pay for. 
SELECTED SALES CONTACTS 

The individuals who read PACK- 
AGING PARADE are hand-picked 
because of their positive buying 
influence. They make the impor- 
tant decisions which swing the 





profitable 75 percent of the huge 
annual purchasing volume in the 
field. In short, they place or help 
place the orders you want most— 
and that means that they are the 
men you want most to reach with 
your advertising. 


IMMENSE AND ACTIVE MARKET 


The packaging market, of course, 
is one of the fastest-moving in U.S. 
economy. It is constantly chang- 
ing, improving, growing as new 
materials and new methods are 
developed, and as today’s dramatic 
and far-reaching modifications of 
marketing techniques take hold. 
The annual purchases of Packages 
and Packaging Materials, Machin- 
ery, Supplies and Services are 
conservatively estimated at more 
than $9,000,000,000. 








Smaller Units Effective in 
PACKAGING PARADE Format 


For smaller budgets or supple- 
mentary campaigns, PACKAG- 
ING PARADE offers special 
advantages. Through-the-book 
placement of live editorial fea- 
tures On a super-size page gives 
every ad, of whatever size, as- 
sured visibility. Fractional-page 
units are so much larger (up to 
66%) that every ad-dollar gets 
much more impact. And of 
course, the big page gives extra 
force to larger ads, either full 
page or 7x1(”. 


Keep food Products 
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WRITE TODAY FOR DATA ON COVERAGE BY 


INDUSTRY SEGMENTS, OTHER 


INFORMATION 
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86.19% 
RENEWALS 


PROOF OF READERSHIP! 


A High Renewal Record Means: 


© CONTINUOUS READER INTEREST 
© ADVERTISING EFFECTIVENESS 


and here’s what it means to YOU... 
Here’s the green light for adver- 
tisers . . . the signal that gives you 
authoritative proof of readership. 
As an advertiser, you deserve the 
right to demand such proof! 


NATIONAL PROVISIONER’s re- 
markably high renewal ratio — 
86.19%, — is one of the highest 
renewal percentages enjoyed by any 
business publication! 


This is an overwhelming vote of 
confidence on the readers’ part of 
NATIONAL PROVISIONER. It’s 
the accepted yardstick . . . unbiased 
proof of the POSITIVE READER- 
SHIP ... offered to you as an ad- 
vertiser! Don’t pass up the oppor- 
tunity to capitalize on this reader- 
ship . . . with an advertising sched- 
ule in N. P. Remember — reader- 
ship of your product story will mean 
more SALES for you . . . and a bet- 
ter buy for your advertising dollar. 


MARKET and MEDIA DATA FILE 
meal rs . ee 


Completely new ... 
gives data on mar- 
ket served, annual 
production, cover- 
age of buying in- 
fluences, circula- 
tion, subscriptions. 
renewals, editorial 
analysis, and ad- 
vertising. Write 
for FREE copy. 


Serveng & $15 Bithion Bolter tedesiey 





ATIONAL ’ 
Mane 


15 WEST HURON STREET + CHICAGO 10 


THE 
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| cally 
| system, we are by no means in favor 


| business . . 
| ing agency business . . 
| tainly in the case of industrial and 
| technical agencies such as ours, the 
basic 15% formula bears little re- 
| lation to agency operating costs. 


| mission at 15% 
| do not pay for the work that has 


letters e e begins on p. 8 


fuily thrashed out yet, I will make 
no apologies for adding to the cor- 
respondence on the subject. 

First of all, let me state that while 
our agency has been operated basi- 
under the 15% commission 


of it. In my opinion, it is illogical 
as a basis for the operation of any 
including the advertis- 
and, cer- 


In the article by Raymond Wig- 


| gers (IM, Oct.) reference is made 


to almost unanimous disapproval of 
the 15% commission basis among 


| industrial advertising men. I think 


Mr. Wiggers was referring particu- 


| larly to men in industrial advertis- 
| ing management. 


It would be my 
guess that you would find almost 
equal disapproval among industrial, 
technical and trade agency men. 
The economics of the thing are, 
of course, by no means simple, but 


| I think that in general they work 
| out about as follows. Agencies that 
' handle the larger national accounts 
| would naturally support the 15% 


commission basis because the very 


| broad spread between the over-all 

costs of producing advertising and 
; the commissions received when this 
| advertising is placed through exten- 
| sive national media forms the very 


basis of the big agency financial 
structure. 

The picture is entirely different 
when you get into the field of spe- 
cialized and service agencies where 
all too often the potentials in com- 
(or even 17.65%) 


been done. 
There is one other thought that I 


_ would like to contribute to the sub- 


ject. Quite a number of industrial 
advertising men I have ‘talked to 
through many years in this business 
give me the impression that they 
are opposed to the 15% commission 
basis because they think that it 
“pays the agency too well” for the 
work done. Figures of any well- 


| run and adequately staffed indus- 


trial or technical advertising agency 


. and, in fact, the published figures 
of expert accountants and consult- 
ants in this field . . definitely show 
the reverse to be true. Many in- 
dustrial advertising accounts cannot 
be properly serviced by any agency 
on less than about 25% of the cli- 
ent’s total advertising expenditure. 

EDWARD W. ROBOTHAM 
Edward W. Robotham & Co., 
Advertising, Hartford, Conn. 





THE APPOINTMENT OF 


ALBERTA HALLY 


as 


GENERAL SALES MaNaceR 


CAMPBELL CHAIN COMPANY 


YORK PENNSYLVANIA 








A new touch on an old theme 
does the trick for Campbell 

® TO THE EDITOR . . I would think 
there are many industrial firms that 
have faced the problem of sending 
a formal announcement to the trade 
which is actually informal enough 
to tell the complete story. We be- 
lieve the above folder does the job 
in a rather unusual way. 

Mr. Hally has enjoyed many suc- 
cessful years in industrial sales: 
however, he is new to the chain in- 
dustry. As a result, we felt his 
photograph should be a necessary 
part of the folder. We were of the 
opinion that if the announcement 
was too informal, it might be dis- 
garded before reaching the proper 
recipient. Consequently, the formal 
anncuncement was placed on page 
one and a short fold made indicat- 
ing that it should be opened to the 
informal background material on 
page two and the photograph on 
page three. The engraving is 133 
screen and the stock 10 PT. krome- 
kote, coated one side. 

ALLAN PETTIT 

Advertising Manager, Camp- 

bell Chain Co., York, Pa. = 














Twenty-Five Years of Cement Making 


A history of the Calaveras 
Cement Company and jis 
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The Carolina Power and Light Company’s Lumberton steam-electric generating 
plant. Completed last year, this is the largest plant in the company’s system. One of 
the largest power companies on the eastern seaboard, Carolina serves an area of 
approximately 30,000 square miles in North and South Carolina. Over 1700 miles 
of high voltage lines and 20,940 miles of distribution lines are used in supplying 
power to about 350,000 customers. 

This company has spent more than $100 million since 1948 for new electric facili- 
ties. The latest addition, now under construction, is a 350,000-kw steam-electric 

plant near Wilmington, North Carolina. 

The Carolina Power and Light Company’s expansion program is typical of what 


power companies throughout the country are doing to meet the demands for more 
power. It is a huge market for the suppliers of materials and equipment. 





reaches the key men 


This is a typical example of how your sales story in Electric Light and 
Power reaches the key men in the nation’s leading suppliers of 
electric power. 


Look at the titles of the men in the Carolina Power and Light Company 
who are now receiving this magazine. These are the men who influence 
buying. These are the men you have to sell. 


What is true with this company is true with every other leading sup- 
plier of electric power in the country. Electric Light and Power reaches 
the key men in every phase of the business — the men who will spend 
another multi-billion dollars this year for new construction. 


These are the men who read Electric Light and Power. More than 50% 
of our readers have been reading this magazine for over ten years. It’s 
readership like this that gets sales results for our advertisers. 


To reach the buyers in the electric power industry, put your sales story 
where they will see it — in Electric Light and Power. It is the only 


magazine serving the electric power industry exclusively. The Haywood 
Publishing Company, 22 East Huron Street, Chicago 11, Illinois. 


Who buys YOUR product? 

Different groups of key men influence the buying of different prod- 
ucts. And it is seldom the same groups in two different electric power 
supply organizations. Shown below are the number of key men in 
a leading midwestern power company who influence the buying of 
various equipment. These figures do not apply to the Carolina Power 
and Light Company. 


SO hn RE This information is 
- , from a buying influ- 
16 ence survey conduct- 
17 ed by Electric Light 
18 and Power. One of 
18 our representatives 
18 " will be glad to give 
4 you complete infor- 
29 mation about this 
10 survey. 








THE ONLY MAGAZINE SERVING THE ELECTRIC POWER INDUSTRY EXCLUSIVELY! 


SALES OFFICES: 


CHICAGO 11, ILL. 

22 E. Huron Street 
WHitehall 4-0868 
Walter J. Stevens 
G. E. Williams 


CLEVELAND 15, OHIO 
1836 Euclid Avenue 
PRospect 1-0505 

John E. MacArthur 


NEW YORK 17, NEW YORK 
101 Park Avenue 
Murray Hill 3-0256 

J. H. Thomson 

W. A. Clabault 


WEST COAST 


MCDONALD-THOMPSON 
San Francisco Seattle 
Los Angeles Dallas 





‘So You Want 
to Do 
Business 


in Canada’ 





This folder is yours for the asking, 
and it can be of help to you 

in opening new markets north of the 
border. It contains helpful sources 
for all the information about trading 
with Canada that you should have. 


We'd like to send you a copy, along 
with the new CIEN NIAA report. 
And remember . . . . if there is any 
specific information which you re- 
quire about Canada . . . ask us. 

We'll do our best to get the facts 


for you . . . quickly! 
PCCABS 


CIEN, with the largest coverage of 
the industrial equipment market offers 
you the most economical means of 
developing sales in a country that is 
easy to trade with, easy to ship to, 
easy to talk to! A market that buys 
more from the United States than the 
entire continent of South America! 





CANADIAN 
INDUSTRIAL 
EQUIPMENT 
NEWS 





Head Office: Gardenvale, Que. 


Atlanta .VErnon 2969 
Birmingham Midwest 4-1072 
Boston LAfayette 3-4688 
Chicago -HArrison 7-3730 
Cleveland -CHerry 1-2221 
Detroit .EMpire 3-2087 
Indianapolis BRoadway 4422 
Kalamazoo KAlamazoo 4-2868 
Los Angeles LAfayette 5525 
Maywood Fillmore 3-8298 
Minneapolis -ORchard 5-845! 
New York .OXford 5-0500 
Philadelphia GRanite 2-6500 
Pittsburgh .EXpress 1-0244 
Richmond (No phone no.) 
Rochester Culver 0346 

| Western Springs 5926 
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trends 


A review, by business paper editors, of industry conditions 
that may influence industrial marketing procedures. 


Heavy construction looks stable 
. . competition is strong 


By Frank Kypreos, Contractors and Engineers; G. L. Anderson, Construction Bulletin; 
Waldo G. Bowman, Engineering News-Record: H. W. Richardson, Construction Methods 
& Equipment; Robert K. Lockwood, Civil Engineering; Col. F. H. Kohloss, The Military Engi- 
neer; William S. Foster, American City, and Harold J. McKeever, Roads & Streets. 


® BECAUSE construction is looked to 
as a stabilizing factor in a year of 
economic readjustment, the volume 
of new construction put in place has 
become one of the most carefully 
watched trends in the national 
economy. 

Operating at an annual rate of 
$36 billion during the first quarter 
of 1954, the industry is expected to 
more than hold its own this year. 
A poll taken by the Associated Gen- 
eral Contractors of America, whose 
member firms do about 80% of all 
construction work, showed that the 
contractors themselves expect the 
heaviest spurt to be in highway 
work, with a more moderate gain in 
building construction, and a dip in 
heavy engineering projects. 

Another result of this poll, how- 
ever, pointed to the fact that con- 
struction is facing its own readjust- 
ment problem. In a series of boom 
years the industry has so greatly in- 
creased its productive capacity that 
instances of unprofitable bidding 
now appear more and more often. 
Contractors are finding competition 
strong even ‘hough business is at 
peak levels, and efficiency is more 
than ever a necessary ‘condtion for 
successful bidding. 

This extra premium on operating 
efficiency has affected the type of 
equipment introduced in_ recent 
months. The trend is toward larger 
capacity, greater mobility, and more 
dependability. Standard models of 
tractors have been stepped up in 
power, and earth-moving equip- 
ment, including shovels and drag- 
lines, seems to be getting larger and 


larger. Non-productive time is cut 
as equipment like self-propelled 
rubber-tired compactors or wheel- 
mounted concrete batchers are 
placed in operation. Working effi- 
ciency is further increased with the 
wider use of 4-wheel drive and 
torque converters in construction 
machinery. . . FRANK KYPREOS, direc- 
tor of research, Contractors and En- 
gineers, New York. 


Specialized Machinery . . The 
construction industry should see as 
large a business volume in 1954 as 
they did in 1953, and that was a 
record year. 

There seems to be no end to the 
amount of public and private build- 
ing construction that’s going on, and, 
generally speaking, the highway 
programs show no curtailment from 
1953 and the toll road situation that 
has developed in a great many states 
is adding many millions of dollars 
to the engineering construction 
work. 

The most significant development 
from an industry standpoint is the 
highly specialized types of machin- 
ery with greater production poten- 
tial which is making it possible for 
fewer contractors to do the same 
amount of work. 

This brings about, of course, a 
highly competitive situation, both 
from the manufacturers’ standpoint 
and from the standpoint of the 
equipment distributor who sells the 
equipment, and is probably more 
than anything else responsible for a 
drop in machinery volume in 1953 
over the preceding year and prob- 

Continued on page 20 

















from a new publishing idea. . . 


to an accepted selling system; 
from proneer . . . to the most used business paper; 





from 30,000 distribution . . . to 70,500 distribution; 


from no advertisers . . . to 1431 advertisers; 
from no agencies . . . to 609 agencies. 






































@ product news and information 


publishing, 
e controlled circulation by reader 


request, 
e verification of controlled circulation, 
e see-all format and standardized P 
Z F @ in volume of product 
ad space units, each next to reading, news end information, 
e publisher servicing of reader inquiries. @ in number of advertisers 
and agencies who use, 
e to publish NIAA report, 
@ in finding and developing 
new markets, 
@ in number of publishers 
who have followed 
the leader. 
































e with front page Product Finding Index, 
e whose list is updated daily from records of affiliated 


Thomas Register of American Manufacturers, 


e (NEW) providing readers and advertisers with inquiry 
service slips giving all wanted information. 
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Industrial Equipment News 
461 Eighth Ave., New York 1, N. Y. 
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Control 





your 


pitch 


in the only 


magazine... 


devoted exclusively to the complete 
field of Automatic Control — in manu- 
facturing operations, in automatic end 
products, in data processing. 
Interpretively edited by John 
Diebold, the leading personality in the 
Automatic Control field... tobe read by 
all the Management and key Engineer- 
ing groups who initiate the thinking, 
make the decisions and authorize the 
expenditures in this fabulous market.* 
Your ad is always next to editorial 
copy in the smartly designed, high 
inqu 'ry-producing square format layout. 


* 30,000 sworn circulation 
A 


REINHOLD 
PUBLICATION 


AUTOMATIC 


CONTROL 
The magazine 


of Systems Engineering 
330 West 42nd Street + New York 36, N. Y 


SEASON STARTS WITH THE JUNE, 1954 ISSUE 
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ably will show some continued drop 
in 1954. 

The high efficiency of this ma- 
chinery has also tended to narrow 
the bidding margins of the contrac- 
tors and this plus the competitive 
situation of a large number of con- 
tractors bidding on the work has not 
been conducive to normal profit. 

1954 should be a good year, but it 
may have the effect of eliminating 
many of the smaller manufacturers 
and many of the smaller contractors 
without in any way affecting the 
total volume of business done. 

G. L. ANDERSON, manager, Construc- 
tion Bulletin, Minneapolis. 


Financing Plentiful .. Heavy con- 
struction in 1954 is headed for its 
third best year. It should top $14 
billion in new contract awards, only 
3° behind last year. But part of 
this lower dollar volume will be due 
to the highly competitive bidding 
that is pushing low bids in the first 
quarter an average of 10% below 
cost estimates. 

State highway budgets for the 
year are up 18% on the free high- 
way systems. But in-sight budgets 
for toll facilities are 44% below 
those a year ago. However, another 
new crop of turnpike contracts, not 
now budgeted, will come into the 
market in the fall, as soon as plans 
and financing are completed. 

Schools and other public works 
are very active, with financing 
available in good measure. Private 
commercial building is the highest 
on record and mass housing con- 
tinues at a high level. 

Among the newer methods and 
materials that affect marketing in 
this field are pre-stressed concrete, 
metal and sandwich panels, plastic 
and fiber glass for wall construction 
and outside surfacing and _ plastic 
pipe. . . WALDO G. BOWMAN, editor, 
Engineering News-Record, New 


York. 


Competitive Bidding . . The big- 
gest news for those marketing to the 
construction industry this year is 
the highly competitive bidding for 
new construction contracts. This is 
making construction money go far- 
ther and it could increase the 


amount of highway work available 
later in the year. It is also forcing 
contractors to tighten up their man- 
agement, to use labor and equip- 
ment more efficiently, to buy care- 
fully and to keep a sharp eye open 
for cost-saving ideas and products. 

Twice as many bidders are going 
after each project, the large com- 
panies are bidding on smaller proj- 
ects and contractors are moving 
farther from their home bases to 
pick up new work. 

The backlog of proposed con- 
struction now _ contains projects 
valued at more than $75.5 billion of 
new work moving into the market 
to support future contract awards 
that will touch off more construction 
buying. . . H. W. RICHARDSON, editor, 
Construction Methods & Equip- 
ment, New York. 


Cost Cutting Methods. . Although 
construction had been expected to 
drop slightly this year the Bureau of 
Labor Statistics figures for the first 
quarter showed that the total vol- 
ume for the three months of 1954 is 
2°. above the 1953 volume, a record 
year. Most active areas for the in- 
dustry are commercial construc- 
tion, (44% over last year), highway 
construction, hospital construction 
and school construction. Home con- 
struction has also confounded the 
experts by remaining at unexpected 
high levels. Federal construction 
on the other hand is down consid- 
erably from the previous high. Al- 
though the dollar volume of new 
construction remains high, bidding 
for this work is tight. Awarding 
agencies have reported that con- 
tracts which previously attracted 
five or six bidders are now attract- 
ing 13 and 14 bidders. This would 
indicate that the successful con- 
tractors will be forced to seek cost 
cutting methods. Greater mecha- 
nization and increased use of pre- 
fabricating methods should be ex- 
pected. 

Should economic conditions dic- 
tate increased governmental con- 
struction activities, and current re- 
ports indicate they won't, public 
works are sure to get a boost. The 
backlog of this type of construction 
is tremendous. Demand for even 
greater federal participation in 
highway construction is strong and 
there is reason to believe that this 

Continued on page 22 





AFFECT ADVERTISING READERSHIP? 





LENGTH 
OF ISSUE 


SAMPLE: 
*“Noted” the per cent of readers interviewed who remembered that they had seen the advertisement. “Read Most” is the per 


cent of readers interviewed who had read 50% or more of the text. Reports by Daniel Starch and Staff. 


AVERAGE READERSHIP PER ADVERTISEMENT 
BY TOTAL NUMBER OF PAGES IN ISSUE 


*NOTED 
(%) 


300- 
325 pp. 


44 issues 


265- 
299 pp. 


33 issues 





351 pp. 
and over 


33 issues 


326- 
350 pp. 


37 issues 








McGRAW-HILL PUBLISHING COMPANY, INC. 


AbD 330 WEST 42nd STREET, NEW YORK 36, N. Y. q@ 


SERS 2H AAaT ERS FOR 


TO DETERMINE the extent to which larger 
issues of industrial publications influenced ad- 
vertising readership in such magazines, McGraw- 
Hill Research analyzed Starch ratings of black- 
and-white, non-bleed advertisements in every 
issue of two McGraw-Hill publications over a 
six-year period. 

THE RESULTS demonstrated that the adver- 
tisements in the larger issues of both magazines 
were read just as thoroughly as the advertise- 
ments in the thinner issues. 


CONCLUSION: This study (summarized in 


BUS ItNWES § 


Data Sheet #5146) indicates that the size of an 
issue not only does not cut down the readership 
of advertising in its pages—but that the larger 
issue offers a better chance of getting an adver- 
tisement noticed, with an equal chance of hav- 
ing it read. 


TO SERVE YOU: McGraw-Hill Research is 
one of the many “‘services’” maintained by the 
McGraw-Hill organization for its advertisers. 
If you want facts on subjects related to business 
paper advertising performance and effective- 
ness, ask your McGraw-Hill man. 


McGRAW-HILL ae 


ie rere @atissz 


May 1954 /'21 








WEP (OR BUSINESS 


Pls Coverage 


For Your GROWING 
Southern Markets 





1. ADVERTISING AND MARKETING 





Southern Advertising and Pub- 


lishing. Covers advertisers, sales and ad- 
vertising managers and their advertising 


agencies. ¢- 


New South Baker. Founded 1910. A 
welcome aid for the rapidly expanding South- 


ern baking industry. 

3. FOOD PROCESSING 
Southern Food Processor. 
Reaches the leading processors, packing in 
cons, glass and frozen packages. 





BAKING 














4. GARMENT MANUFACTURING 





Southern Garment Manufac- 


turer. Spokesman of and friend to this 
two-billion-dollar Southern giant. 





FERTILIZER 





Commercial Fertilizer. Founded 
1910. Leader in the mammoth fertilizer in- 
dustry, national and international coverage. 





6. JEWELRY 





Southern Jeweler. Jewelers in the 
South share generously in rising Southern in- 
comes. Full coverage of retailers and whole- 
solers. 





PULP AND PAPER a 





Southern Pulp and Paper Man- 


ufacturer. National circulation, intensive 
coverage of the South's expanding paper and 


pulp industry. U- 


PRINTING 
Southern Printer. Reaches commer- 
cial printers and newspaper mechanical 
superintendents. 











9. STATIONERY AND OFFICE EQUIP. 





Southern Stationer and Office 


Outfitter. Full coverage of leading sta- 
tioners and office supply houses. 


ABERNETHY PUBLICATIONS 


ERNEST H. ABERNETHY, President | 
75 Third Street, N. W., Atlanta, Ga. 
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| for 150 more. 


trends .. 


type of construction will continue at 
high dollar 
sometime to come. 
Construction this remains 
the strong backbone of the Amer- 
Competition of serv- 
keener, but 


present volume for 


year 


ican economy. 
ices and supplies is 
volume-wise the industry is strong. 

ROBERT K. LOCKWOOD, associate 
editor, Civil Engineering, New York. 


Significant Expansions . . Several 
large corporations have entered the 
earthmoving and construction 
equipment manufacturing field, and 
some of the old line construction 
equipment manufacturers have 
broadened their lines. Examples of 
the first category are General Mo- 
tors which has acquired Euclid, and 
Westinghouse Air Brake which has 
recently taken over the earthwork 
and related business of R. G. Le- 
Tourneau. Examples of the latter 
classification are Allis-Chalmers 
which entered the engine field by 
the acquisition of Buda, and Blaw- 
Knox which broadened its road 
paving equipment line by acquiring 
the All Purpose Spreader Co. 

The probability that construction 
rather than leaf raking will be used 
as an anchor against unemployment 
may have had much to do with this 
diversification. . COL. F. H. KOHLOSS, 
editor, The Military Engineer, 
Washington, D. C. 


Municipalities Mechanize . . 
Work in any well-run city’s main- 
tenance department has long since 
ceased to be a job for the alder- 
man’s nephew. Today’s city is fol- 
lowing the parade of mechanization 
in every department from picking 
up leaves to cleaning sewers. 

A recent survey made by the Re- 
search Department of The Ameri- 
can City shows how thoroughly this 
trend has developed. We list and 
comment on some of the more rep- 
resentative items. 

Street maintenance, surprising 
enough, can expect a small boom in 
asphalt plants. In the past, no more 
than 30 of these plants have been 
in operation, chiefly in the larger 
Cities have expressed a need 
Similarly, the num- 
ber of bituminous distributors can 


cities. 


be expected to increase 60%; bitu- 
minous bulldozers, 
97°,: catch-basin cleaners, 100°: 
sweepers, 60%; trailers for 
cranes, 50°. 


mixers, 65%; 


street 
heavy equipment, 25%; 

In water supply, cities are learn- 
ing how to push water through their 
filter plants at a faster rate without 
loss of quality. Consequently the 
filter business can expect to be only 
modest, increasing by 6 to 11%, de- 
pending on the type. 

Sewage treatment plants are con- 
tinuing to command attention as the 
public in general insists that their 
historic rivers no longer be used as 
open sewers. Representative of this 
is the number of primary settling 
tanks, expected to increase by 50%. 

WILLIAM S. FOSTER, engineering 
editor, American City, New York. 


Turnpikes Spark Road Boom. . 
Turnpike financing repeatedly made 
headlines during the first quarter of 
1954, with a succession of bond is- 
sues snapped up by investors. To- 
taling over a billion dollars in re- 
cent months, these issues are part 
of a toll road and bridge construc- 
tion program that will help swell 
the national road and street outlay 
to an estimated $6 billion or more 
for the calendar year. 

Further underpinning the na- 
tion’s roadbuilding program is the 
federal highway aid bill, due for 
early passage by Congress at this 
writing. Federal road aid will like- 
ly be raised from a present $575.- 
000,000 to nearly a billion dollars 
yearly. State legislatures are ex- 
pected to have little trouble in rais- 
ing the matching funds, and road 
and street work at all government 
levels will continue its unbroken 
10-year upward spiral. 

With this outlook construction 
equipment makers and their deal- 
ers, following a slow second-half 
last year, have repcrted a sales up- 
turn. Manufacturers, paced by Cat- 
erpillar, Euclid (General Motors), 
International, Allis-Chalmers and 
the other big fellows, are in the 
midst of a dramatic speed-up in 
product design, the aim of some be- 
ing to give their dealers broader 
lines to offer as well as better ma- 
chines. . . HAROLD J. MCKEEVER, edi- 
tor-in-chief, Roads & Streets, Chi- 


cago. 8 





As Mass Production goes...so goes America 


* 


MASS /roduclions Qun Magazine 


in August 


COST CONTROL from every angle 


Your advertising in the Annual Cost Control number (August 1954) will ap- 
pear in company with the most comprehensive, recorded report of a “Produc- 
tion Round Table” discussion in the history of PRODUCTION magazine. 
For the first time, this discussion includes the Budget manager — top Man- 
agement — and the Personnel director — as well as the mass production 
man. Reader interest? Certainly. Extra circulation? Undoubted!y. 
And the issue is sure to be kept for reference. 





Wire Collect for reservations 
CLOSES JULY 1, 1954 


; 
f 
PRODUCTION 


BRAMSON PUBLISHING COMPANY, Birmingham, Michigan 
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APPLIANCE 
MANUFACTURER 


Gives'em the business! 


Listen to what a leading manufacturer* for 
the appliance industry says: 
sg 16 days after publication we re- 
ceived an inquiry from a very prominent 
manvfacturer.’’ 

. the first we hod had from him.’ 
“ . . . two weeks later received his first 
order!’’ 
“. . . @mounting to MORE THAN FIFTY 
TIMES THE DOLLARS AND CENTS SPENT ON 
SPACE AND PRODUCTION COSTS!” 


*nome on request 


APPLIANCE MANUFACTURER 
CAN GIVE YOU THE BUSINESS 
TOO, IF YOU SELL... 


insulation 

plastics 

custom stampings 

die castings 

name plates 

heat control equipment 

appliance accessories 

electric motors 

electrical heating elements 

hardware and trim 

castings and forgings 

electrical components 

finishings equipment and 
supplies 

shipping containers 

raw materials 

plant equipment 

sheet metal fabricating 
equipment 

materials handling equipment 

fasteners 

ceramic insulation 

wire goods 

glass components 

mouided rubber goods 


APPLIANCE 
MANUFACTURER 


1 N. WELLS STREET, CHICAGO 6, ILL 


v 
i 
id 
v 
v 
i 
¥Y 
dé 
¥v 
¥ 
v 
¥ 


~~ aN SS 


wae SN 


PHONE: STote 2-412] 
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in Industrial Marketing 


by BOB AITCHISON 


Sell your salesmen on product 
by use of pictures and sound 


the next three months it is nec 
1at I hold a series of sales meet 
cities including 

hicago, St. Louis 

will be attended by 

The pur 
explain 


16 salesmen. 
ach meeting will be to 
r salesmen the features of a new line 
which will be sold to hos 
pitals, clinics, hotels and other institutions. 
I've considered producing a movie, but 
unfortunately we're a small outfit, and the 
money is not available at this time. And 
for the same reason, it is not possible for 
take four or five of our key men 
around the country to put on a new 


ict show in each city. They'd have 


® THERE ARE a few companies who 
produce their own movies success- 
fully. Some of the larger companies 
have their own film units and turn 
out excellent work. A few com- 
panies of moderate size do a pretty 
good job, too . . but it is usually be- 
cause someone in the organization, 
somewhere along the line, has had 
occasion to pick up a little experi- 
ence in the production of industrial 
films. 

Most companies, however, should 
think a long time before they try to 
tackle motion picture production. 

But perhaps you don’t’ need a 
movie. If the purpose of your series 
of meetings is to explain and intro- 
duce new products, possibly a slide 
presentation . . with sound . . will 
do the trick. 

A number of companies have 
been successful in “producing” their 


own slide-shows at ridiculously low 
prices. Obviously they are not the 
polished, professional jobs that you 
would expect from producers like 
Wilding, Jam Handy, Atlas, Raphael 
Wolff, etc. But they are more than 
adequate for one-time training ses- 
sions with your own sales group. 

Minnesota Mining & Mfg. Co. has 
recently turned out a well written 
booklet on the subject . . “How to 
make your own slide film presenta- 
tion for under $20.” Here are some 
of the subjects discu:sed in the 
booklet: 


Make a Working Script. . Write 
down the sequence of the pictures 
you'll need to illustrate your new 
products. Show step-by-step illus- 
trations of just how your product 
operates its features, how you 
service it, or whatever you want to 
show. 

When you're deciding how many 
pictures you'll need, keep in mind 
that no presentation should run for 
more than 20 minutes. If necessary, 
have a number of different shows 
punctuated by talks, Iunch, or a 
smoking period. 

If you want to hold your audi- 
ence’s attention, don’t leave any one 
slide on the screen for more than 
15 or 20 seconds. With detailed ma- 
terial, you may have to increase this 


, time to as much as 30 or 40 sec- 


onds . . but try not to overdo it. 
Take Pictures . . You'll save time 
if you round up your props ahead 
of time. Arrange for plant person- 
nel to act as models. Make sure 
picture-taking locations will be free 
when you ready to do your shoot- 
Continued on page 26 





(Advertisement) 


in selling the 
process industries 


by ARTHUR GORHAM 


You can benefit from 


o task in an advertising and 
sales promotion department calls for more 
painstaking care and accuracy than the 
preparation of your product catalog. You 
have thousands of chances to make mis- 
takes...and the distribution of your 
brain-and-sweat child offers even greater 
opportunities for errors. 


In 1916, when the process industries 
began their unrivaled mushroom growth, 
the first annual Reinhold Catalog was 
compiled. This initial edition of Chemical 
Engineering Catalog—familiarly known 
as CEC today—puts on the desks of pro- 
cess men a composite volume of technical 
literature of foresighted manufacturers 
Since then, Chemical Engineering Cata- 
log has grown in size and value...and 
Chemical Materials Catalog became a 
separate volume. 


In the 1953-54 editions of CEC and 
CMC, process men will find the detailed 


product data of over 700 of the country’s 
leading manufacturers...nearly 3000 fac- 
tual pages to help them make short work of 
any process problems. Designed by process 
men for process men, Reinhold Catalogs 
are completely indexed by company, 
product, trade name, and functional guide. 
The technical editors of the Reinhold 
Catalog Division spend much of their 
time in the field talking with the working- 
level technical men who make up the im- 
portant specifying teams. In this way, 
they keep up to date on the workbook 
needs of the thousands of men so im- 
portant in your sales picture. 


Throughout the years Reinhold Catalogs 
have proved to be the surest, soundest, 
most economical way of putting your 
sales literature in the hands of the right 
men in the right plants...and keeping 
it there for 365 days. No important 
process industries plants overlooked. No 
waste circulation. 


Reinhold’s 18 million dollars of catalog- 
ing experience exclusively in the process 
industries is at your service. So call in 
your Reinhold Catalog District Manager 
now. See his portfolio of latest process 
industries marketing facts. Ask him how 
he can help you make your next year's 
catalog budget work to the utmost in 
producing inquiries that lead to orders. 


Process industries 
specifying teams in over 
14,000 Dun & Bradstreet 
company-rated plants 
turn to 


cee 


CHEMICAL ENGINEERING CATALOG 


for detailed, 
up-to-date data on 


» process equipment 
engineering services 
materials of construction 


IN THE 
PROCESS INDUSTRIES 
PICTURE! 


REINHOLD CATALOGS 
PUBLISHED FOR 

INSIDE PLANT USE 

BY ALL TITLE 

GROUPS 4 


erFEROPSMSEAEMOOS*CHSEAPSAASAOIREABRISIEOOH OO, 
Vy 
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Process 

industries specifying teams 

in over 10,000 Dun & Bradstreet 
company-rated plants 

turn to 


<q? Rh a? 


CHEMICAL MATERIALS CATALOG 
AND DIRECTORY OF PRODUCERS 


for detailed, 
up-to-date data on 


properties, specifications 


and applications of 
chemicals and raw materials. 


Reinhold Publishing Corporation 
330 West 42nd St., New York 36,N.Y. 
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REFINERY CATALOG 


gives your catalog preferred usage 24 hours a day 


The REFINERY CATALOG is the primary reference source for buying information on 
equipment and services used in the Refining-Petrochemical-Natural Gasoline Industry - 
the one source used regularly by more than 6,000 buying power men who spend or recom- 
mend 98% of the industry's annual multi-million dollar purchases 


Availability of catalogs often is the deciding factor on: (1) Whose salesmen are in- 
vited to call; (2) What product is requisitioned or specified; and (3) Which company 
gets the order. REFINERY CATALOG makes sure that buyers receive. keep and give preferred 


usage to your catalog. 
Here buyers get complete information, with the least expenditure of time and effort, 


A careful distribution system makes sure that REFIN- 
Each copy is specifically 


in one easy-to-use-and-keep volume 
ERY CATALOG is always in the right hands, at the right time. 
requested, in writing, by recognized oil and gas processing companies and contracting firm 
executives, for the preferred use of their important buying personnel. 


In the hands of these refinery men who actually buy and specify, the REFINERY CAaT- 
ALOG is your best supporting assurance for a successful sales program .. . on the job 
when buying decisions are made . . . a powerful assist to your regular sales and advertis- 


ing efforts. 


WRITE FOR YOUR PERSONAL COPY of new 
brochure on REFINERY CATALOGING. Contains copy 
hints, other information on the most effective methods 
of putting your sales story in the right places at the 


right times 


She oud Largest WANWSIRN <Stblishers 


GULF PUBLISHING COMPANY 


OFFICES: @ Houston (6), 3301 Buffalo Drive, LY-4301 @ New 
York (17), 250 Park Avenue, E] Dorado 5-4012 @ Chicago (4), 
332 S. Michigan Avenue, Wabash 2-9330 @ Cleveland (15) 1010 
Euclid Avenue, Main 1-2550 @ Tulsa (3), Hunt Building, 3-1844 © 
Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 
1219. 
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problems .. 


begins on p. 24 


ing. Use a 35 mm candid camera 
and color film, of course. Color 
doesn’t cost too much more than 
black and white. 


Organize Slide Sequence. . Pick 
out the finished transparencies that 
best tell your story, and arrange 
them in order so each slide will be 
in the right position for inserting in 
your projector. 


Arrange Recording Session . . 
Get together with your four or five 
experts when you are ready for the 
“recording” session. You'll be more 
successful if you keep things in- 
formal. Don’t try to work from a 
prepared script. Set up your projec- 
tor and screen, and plug in your 
tape recorder. Equip the recorder 
with a “hold switch” or foot control 
so you can stop or start your re- 
cording instantly. Thus, the aver- 
age person who is not a_ public 
speaker can start and stop at will. 


Record the Commentary .. As 
you flash each slide on the screen. 
ask your men to discuss the product 
shown. Before you start, decide 
among yourselves who is going to 
say what. It’s a good idea to have 
your experts interrupt each other 
once in a while. This results in an 
easy-going, relaxed, round-table at- 
mosphere. Pick out the glib boy of 
the group, and let him act as mod- 
erator to identify the speaker and 
keep the show moving. Remember, 
don’t try to record from a prepared 
script. 

After you’ve recorded the chatter 
for one picture, listen back to it be- 
fore you go ahead with the next 
take. If it is not correct, you just 
“erase” the bad section and record 
it again. Be sure to record “change- 
slide” signals . . a bell, a buzzer or 
a toy cricket will de the job. 

If you decide to do a presentation 
of this type, get a copy of Minne- 
sota Mining & Mfg; Co.’s booklet. It 
caries many details not touched on 
here . . and M, M & M shows ad- 
mirable restraint in plugging their 
products, two of which are record- 
ing tape and splicing tape. ® 





| MODERN MACHINE SHOP 


CIRCULATION 


Largest in Metalworking! 
Modern Machine Shop alone 
has the effective mass 
circulation to give both deep 
penetration in the large 
plants and complete coverage 
of the medium and smaller 
plants. Modern Machine 
Shop’s plant circulation alone 
_. . over 30,000 plants u SUB-ZERO SUCCESS STORY 
aed F d ...Putman Award win- 

receiving one or more copies " ning advertising case 

. . is comparable to, or : ponte 2 ae - 
greater than the total f han — 
circulation of many well-known 
metalworking publications. 


Important too, this vast = @6€636honew media facts for you! 
circulation is personally ¢ 

directed to men who have ; amaatiadi 

the authority to specify and SUCCESS STORY 
buy ... men, who, in > ...The story of how 
regularly conducted surveys, y peor 700% aie 
state that Modern Machine “Y previous year! 
Shop is valuable to them. 


‘Take advantage of the 
largest, most effective CIRCULATION EXCELLENCE 

: shapes ‘ A) ...comprehensive study of 
circulation in the industry, : Modern Machine Shop 
Put Your Money Where od circulation .. . why it’s so 

: ak ; ‘ good ... how it got that way 
Your Market is... in ; .. why it stays that way! 
MODERN MACHINE SHOP. 

“HIGHWAYS TO METALWORKING” 


..basic reference file of Modern 
Machine Shop facts and figures 


q fa on market, circulation, reader- 
MODERN MACHINE S \ vi : ye —_ editorial and advertising 
: oe policies. 
431 MAIN STREET 
CINCINNATI 2, OHIO CHICAGO READERSHIP SURVEY 


...a desk-to-desk study on Modern Machine 
Shop readership in three typically large, 
CCA NB! P medium-size and small plants. 
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Calls exporters 


Scribner, Patterson toss barbs 
at International Institute; 
LeTourneau export growth told 


® cHiIcaco . . Inertia and defeatism 
among American manufacturers to- 
ward building overseas business 
were assailed at an international 
advertising meeting. 

“So far as export is concerned, 
the bulk of the American manufac- 
turers are dead on their feet,” Har- 
vey Scribner, president, Russell T. 
Gray, Inc., Chicago agency, said at 
the first Midwest International In- 
stitute, a joint meeting of the Ex- 
port Managers Club of Chicago and 
the International Advertising Asso- 
ciation of New York. 

Mr. Scribner made his statement 
in answer to a question on whether 
agencies really thought they could 
do a good job on export advertising. 

“Sure we can do a good job,” he 
said. “The problem is in getting 
manufacturers to concentrate more 
on overseas advertising.” 

Jere Patterson, promotion man- 
ager, Life International, New York, 
also chided manufacturers . . and 
agencies . . for placing “too much 
emphasis on the problems of inter- 
national trade.” 

“They should concentrate on lick- 
ing these problems on a big league 
basis,” Mr. Patterson said. 

Mr. Patterson also declared that 
overseas media “for too long have 
been the whipping boys in the ex- 
port business.” 

Media have been doing the big 
selling job overseas, he said, and it’s 
time for advertisers’ export man- 
agers and agencies to take a bigger 
hand in this task. 

At least one advertiser, however, 
could report an extensive and suc- 
cessful foreign advertising program. 
That was LeTourneau-Westinghouse 
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News 


of industrial sales and advertising 


fn) 
|] PROFITABLE ™ 


« CONTRACTOR 


x. » ‘@G/ 
Worthwhile Reading . . Attach- 
ments for your product can be an impor- 
tant segment of your business. Above is 
the cover a new booklet issued by 
lyster Co., Portland, Ore., telling how con 
tractors can increase productivity of their 


tractors by adding the right attachment. 


Co., Peoria, Ill., whose ad manager, 
Joe Serkowich, told how the com- 
pany built up its export business 
with overseas advertising. 

Mr. Serkowich said successful do- 
mestic advertising campaign tech- 
niques could be used with equal 
success for export advertising. 

“You may have to do some copy 
tailoring for an audience or a mar- 
ket,” he said. “But if it’s selling 
copy here in the States . . it’s selling 
copy abroad.” 

He told how LeTourneau-West- 
inghouse used the case history tech- 
nique to advertise its earth-n,oving 
equipment abroad just as it did in 
the United States and how, as a 
result, “over the past five or six 
years our export business has 
amounted to about 30% of sales.” 

He said the company’s export de- 


partment and dealer organization 
produced 190 job stories, complete 
with pictures, for case history ads 
last year. 

Mr. Serkowich said there was a 
problem in finding good business 
publications in which to advertise 
abroad, but he named five publica- 
tions that “do a good job” for the 
company. 

The five publications were: Cam- 
inos y Construccion Pesada, Gillette 
Publishing Co., Chicago; Ingenieria 
Internacional Construccion, Mc- 
Graw-Hill International Corp., New 
York; World Construction, Gillette 
Publishing Co.; World Mining, 
Miller-Freeman Publications, San 
Francisco; Time, overseas editions. 

Another advertising manager, 
Carl C. McWade of Skil Corp., Chi- 
cago, told how his company changed 
its copy approach on overseas ads. 

Mr. McWade said studies showed 
foreign industrial plants were small- 
er than American plants and their 
workers were less highly skilled. 
As a consequence, he said, his com- 
pany changed its export copy ap- 
proach to emphasize the many uses 
a small plant can make of Skil’s 
power tools and to emphasize that 
workers do not need to be highly 
skilled to use the tools. 

Speakers on a media panel at the 
meeting said foreign business pub- 
lications and other media were fol- 
lowing the lead of their American 
counterparts in providing market- 
ing information to advertisers. 


The principal agency spokesman 


,at the meeting, Lorimer Slocum, 


vice-president, international divi- 
sion, Young & Rubicam, New York, 
said American companies were de- 
manding more research behind their 
overseas advertising. 

Richard H. Hobbs of Irwin Vladi- 
mir & Co., New York agency, said 
that because of increased demands 
for research, an international agen- 
cy is necessary to make such re- 
search available to everyone. 


Agency asks extra publisher 
services .. offers to pay 
= cuicaco . . “We'll pay, but we 
want our money’s worth,” is the 
gist of an agency’s reply to a pub- 
lisher who accused advertisers and 
agencies of asking for too many 
free services. 

Two agency men made their bid 

Continued on pace 30 





of World Markets at the BUYING LEVEL! 





The Digest—with its Overseas and Latin American editions — offers its 
advertisers selective coverage of the world market areas . . . It serves the 
management readers who are the buyers of U.S. equipment and goods... 
It is the magazine of top management and the source upon which those 
decision buyers depend for information of both business and industry — 
and availability of equipment and materials. 





ad) | A McGRAW-HILL INTERNATIONAL PUBLICATION 
;: 330 West 42nd St., New York 36, N.Y. 
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"unknown = 
product... @) News 


3 elere) - — ee begins on p. 28 
we ‘ ‘ oe . 5 for increased publisher services at 
Bi nqu LT Les ) “ pes aY S) a a meeting of the Chicago Business 
Publications Association. They 
were Richard C. Christian, research 
director, and Marshall C. Lewis, 
account executive, both of Marstel- 
ler, Gebhardt & Reed, Chicago 


agency. 





“We have no quarrel with the 
te Wall stp willy , thesis of paying for publisher serv- 
New 7oad Brees Journa)  eptllta CRIES ices,” Mr. Christian said. “But these 

ork, N services are not extended far 
enough in the realm of market re- 
search.” 

" n troduced Fo At an earlier meeting of the as- 
1i2Ctober Sth mapith an sociation, Russell T. Sanford, mar- 
ansPle. - avaiieto Street ket research director for Modern 
ave = bey . 0 ° this e Hospital Publishing Co., Chicago, 
Clated the experict in <8 said publishers were asked for too 
“ence. &S to many free services and outlined his 
company’s plan of charging for such 

services (IM, April). 
Messrs. Christian and Lewis told 
— had : how their agency built one indus- 
‘ » | trial advertising campaign (for ma- 
terials handling equipment of Clark 
Equipment Co.’s Industrial Truck 
Very t | Division, Battle Creek, Mich.) to 

TUly yours ; | illustrate their theme. 
SPECIAL DEVICES They said that business publica- 
» INC. tions were a major source of market 
data used in preparing the cam- 
Ae : paign, that detailed circulation in- 
: formation was needed in selecting 
media, and that business publica- 
tions could lend valuable aid in 


ETING A N EW PRODUCT merchandising advertising cam - 
ME paigns. 

The two agency men listed eight 

MORE THAN HALF-WAY services they said business publica- 


tions offered most often. These 
When advertising is intelligently prepared, it needs only the services were: information on the 
proper medium for complete success. Fonadek’s experience type and location of markets, cir- 
with The Wall Street Journal is not unusual among those culation data, explanations of edito- 
who use The National Business Daily for sales messages. rial policies, readership studies, ad- 
Wall Street Journal readers are men who keep getting ahead vertising history, rate information, 
‘ ‘ , : : ‘ direct mail lists and data on in- 
in business — chiefly because their businesses keep getting ‘eins. 
ahead. To do that, their businesses need the new products 


‘ These additional services, they 
and new services they learn about through Journal adver- said, should be provided by pub- 


tisements. | lishers: more complete market in- 
formation, including data on such 

CIRCULATION: 258,448 (ABC, G-mths. average, Sept. 30, 1953) things as trends in the market; sales 
promotion and merchandising ideas; 

‘A leads for case history ads; sugges- 

THE WALL padaay JOURNAL _ tions for basic copy and campaign 
pcimiauee at | themes; help on marketing research; 

ey DALLAS SAN FRANCISCO information on what competitors 

Set oe Wns clea. are doing: more direct contact with 

Continued on page 32 
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There’s NO RECESSION 
in the Gas Industry 


TO SELL THIS MARKET ... you need the 
COMPLETE coverage given ONLY by GAS. 


Recipients of GAS must be “people who control 
and influence the buying of equipment, appliances, 
and services in the gas industry.” And they must 
assure us periodically, in writing, that they are 
reading GAS and want to continue to receive it. 


Selection of these readers is made by manufac- 
turers who are successfully selling the gas indus- 
try. They pick the men in all worthwhile companies 
that they want to reach . . . and these are the same 
men you must reach to make sales. 


More circulation... 


GAS is the only gub- 


Nearly three billion dollars 
will be spent on new con- 
struction alone by gas 
companies in the three 
years, 1954— 1956. 

Pipe line construction this 
year will hold last year’s 
pace—and the 1954 dis- 
tribution budget is the 
highest in history, to serve 
the hundreds of commu- 
nities getting natural gas 
for the first time. 


Every man on the controlled circulation of GAS 
is a man of known importance in the selection of 
products and services for his company. 


And the Circulation of GAS is 
99.37% VERIFIED BY BPA 


BPA VERIFIED CONTROLLED Circulation sets the 
highest standards ever required by any audit bu- 
reau... for BPA VERIFIED CONTROLLED must 
correspond to the publisher’s stated standards of 
recipient eligibility . .. and must be verified within 
two years—not three years, as in other audits. 


@ Advertising pages 
up 19% first 4 
months 1954 





More editorial pages per issue... 
More advertising pages per issue . . . 
Lower advertising cost per 
thousand circulation . . . than any 
other gas industry publication. 


lication with complete 
coverage of this 
multi-billion Wollar 
market... 


A Jenkins Publication - 198 S. Alvarado St., Los Angeles 57, Calif. 
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editorial staff members; increased 
editorial analysis and preview of 
forthcoming editorial projects, and 


World's Largest. . Drav 


Enlarged Amphitheatre to be 
world’s biggest exhibit hall 

® cHicaco . . Work has started on 
a $1,250,000 addition that will make 
Chicago’s International Amphithe- 
atre the biggest exposition hall in 
the world. 

The Amphitheatre now has 293,- 
500 square feet of space and will be 
enlarged to 473,500 square feet with 
the addition of 180,000 square feet 
by the new building. 

Demolition of buildings to make 
way for the addition now is under 
way. M. E. Thayer, Amphitheatre 
manager, said the addition probably 
will be completed by Oct. 1. 

The addition is being built for 
and will be owned by Clapp & 
Poliak, New York exposition man- 
agement company, which will lease 
it to International Amphitheatre. 
The original lease will run for 10 
years. 

The addition will be a one-floor 
unit with a railroad siding and 
truck ramps running inside to pro- 
vide facilities for easy unloading of 
heavy or hard to handle exposition 
pieces. 

Of the 473,500 square feet in the 
enlarged building, 356,000 square 
feet will be on the first floor level 
and will take an unlimited floor 
load. The building will have space 
for more than 3,000 10 x 10’ exposi- 
tion booths. 


more help in determining the ef- 
fectiveness of advertising. 

Mr. Christian reiterated that the 
agency would be willing to pay for 
any additional work and expense 
incurred by the publishers in pro- 
viding these services. 


ternational Amphitheatre as it 


tld’s biggest exposition hall. 


Expositions that will use the en- 
larged Amphitheatre include Na- 
tional Machine Tool Show, National 
Packaging Exposition, National Ma- 
terials Handling Exposition, Indus- 
trial Exposition of the American 
Society of Tool Engineers, Plant 
Maintenance & Engineering Show, 
National Metal Exposition and Chi- 
cago Automobile Show. 

An Amphitheatre spokesman said 
“many important expositions have 
reached the limiting factor of the 
capacity of existing exposition halls 
and the Amphitheatre expansion 
will allow these expositions to attain 
their logical development.” 

He said it is believed new ex- 
positions in the farm equipment, 
electronics, food processing, world 
trade, communications and other 
expanding fields will be developed 
in Chicago as a result of Amphi- 
theatre expansion. 


Survey shows advertising 
affects securities sales 

® NEW yYoRK .. Corporate advertis- 
ing favorably affects the sale or 
stability of a company’s securities, 
according to a survey of investment 
bankers by Business Week. 

Of the 152 investment bankers 
who participated in the survey, 92% 
said such advertising favorably af- 
fected company securities and 54% 
said their client companies have in- 
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CONTRACTORS REPORT 
ON TRUCK PRACTICES 
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How Busy Contractors Do jt on the Ohio Turnpike : 


Special Tools Make it Easier, Keep Costs Down 
Field Service Men Bring in Surprising Reports 
What it Takes to Service Diesel Fuel Systems 


Magnetic Parts Inspection Eliminates Guessing 





IF YOU SELL... 


Equipment, Repair Parts, 
Accessories and Maintenance Materials 


You should tell your product story in the July issue 
of Construction Methods and Equipment. Contractors 
own, operate and maintain over 242 million pieces of 


construction equipment including: 


Automobiles, company owned 100,000 
Compressors, air, portable 42,000 
Graders, motor 78,000 
Rollers, road 22,000 
Scrapers, carrying 36,000 
Shovels, including cranes and draglines 56,000 
Tractors, crawler 250,000 
Truck mixers and agitators 21,400 
Trucks, off-highway 8,800 
Trucks, over-road 1,000,000 
plus many others* 


Contractors spend over $1-billion annually on their 
equipment maintenance. They want to know how they 
can get the most out of every maintenance dollar spent. 
Every contractor has to know because his equipment 
and tools must produce or he loses. Competition is 
getting tougher in this $34-billion construction market 
—bids are harder to come by. Good preventive main- 
tenance can be the difference between success and 
failure—profit or loss. 


To help the contractors protect their huge equipment 
investments, the July issue of METHODS will be de- 
voted entirely to maintenance for the sixth straight 
year. METHODS editors will give detailed reports on 
maintaining, repairing and overhauling construction 
equipment and tools. Practical ways of improving 
profit margins through better equipment maintenance 
will be the theme. 


SPECIAL FEATURES OF THE MAINTENANCE ISSUE 

Here's what the contractors will be reading in July ... 

1. SPECIAL REPORT ON CONTRACTORS TRUCKS Results of 
a revealing survey of maintenance practices in 
contractors’ highway-type trucks. It will show how 
the work is handled, parts and accessories inven- 
tories carried and how purchasing is done. 


2. INVENTORY OF CONSTRUCTION EQUIPMENT AND TRUCK 
MAINTENANCE MANUALS Special company listings 
on all available literature on operation, repair and 
maintenance of products and accessories for the 
contractors. 


3. How BUSY CONTRACTORS DO IT ON THEOHIO TURNPIKE 
An article covering maintenance installations and 
practices of firms engaged in the construction of this 
super road from one end of the state to the other. 


. WHAT IT TAKES TO SERVICE DIESEL FUEL SYSTEMS 
This article details the finest methods developed to 
date for proper overhaul, inspection, installation 
and calibration of the three main types of diesel 
fuel injectors. 


ADDITIONAL EDITORIAL HIGHLIGHTS 


Know Your Filters . .. Big Tires Can Be Saved... 
Field Service Men Bring In Surprising Reports . .. 
Parts Kits Are A Good Idea... Special Tools Make 
It Easier, Keep Costs Down . . . Magnetic Parts In- 
spection... Plus. . . Pages of tips and loads of good 
photos describing helpful maintenance practices and 
short cuts picked up all over the country. 


SELL THE CONTRACTOR IN HIS BOOK — METHODS 


This issue is a natural for advertising your equipment, 
repair parts, accessories and the hundreds of items 
which the contractors use to properly maintain their 
construction equipment. For maximum reader inter- 
est, tell these contractors in your advertising copy 
how your products can help them with their main- 
tenance problems. The degree of interest stimulated 
by your message will be measured for you by Readex 

a METHODS’ exclusive among construction publi- 
cations. Call your METHODS man today or write us 
directly. Space reservations close June 10th—complete 
plates must be in by June 15th. 


*Write, wire, or phone for more information on num- 
ber of machines in construction or on the maintenance 
market and its importance to yor. 





CONSTRUCTION 


METHODS AND EQUIPMENT 
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creased use of corporate advertising 
to strengthen their financial posi- 
tion. 

Another Business Week survey 
showed that the most important 
factor influencing purchases of se- 
curities by business executives was 
knowledge of the company. 

A total of 435 executives partici- 
pated in the survey, and 381 of them 
said knowledge about a company 
was a deciding factor in purchasing 
securities, 233 listed advice of in- 
vestment counsel as a factor, and 
173 listed advice of a broker. 


International advertising 
convention set for May 14 

@ NEW yYorRK .. The International 
Advertising Association has an- 
nounced its sixth international ad- 
vertising convention will be held 
in New York, May 14. Theme of 
the one-day meeting will be “Inter- 
national Advertising . . Key to 
World Markets.” The convention is 
designed to help American pro- 
ducers and exporters reach new 
overseas markets. 


What next? . . new business 
forecasts use psychology 

® cHIcaco . . Psychology can be 
used to forecast business trends, ac- 
cording to psychological researcher. 

He is Dr. Samuel P. Hayes, Jr., 
director, Foundation for Research 
on Human Behaviour, Ann Arbor, 
Mich. Dr. Hayes talked about psy- 
chological research into business 
conditions at a joint meeting of the 
Chicago chapters of the American 
Marketing Association and _ the 
American Statistical Association. 

He showed how close correlations 
could be drawn between predicted 
business trends and actual condi- 
tions through a study of Dun & 
Bradstreet reports of manufac- 
turers’ opinions of their business 
future. 

The psychology comes in deter- 
mining the questions to be asked 
and the interpretation to be given 
the answers. Over a period of 
six years, the findings from Dun 
& Bradstreet’s questioning closely 
predicted business trends two 

Continued on page 34 
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Say you want to advertise coal 
handling equipment to the power 
generation market. You buy space 
in a utilities trade magazine 
which sparkles with imposing cir- 
culation and many pages of read- 
ing matter. 


But all that glitters there is 

not coal, on two accounts: (1) 
Only a part of the readership em- 
braces men who have to do with 
coal. (2) The amount of coal 
editorial matter given them 
amounts to something less than 
a lump in the 
bucket. 

The same circumstance confronts *) 

you in automotive, food, chemical, 

steel, cement, textile and other verti- 

cal publications. 


On the other hand, take a 
horizontal book called UTILIZA- 
TION (Uty for short). All that 
glitters in UTILIZATION is coal, 
because this “‘magazine of coal 
uses” cuts sharply across vertical 
lines with respect both to circu- 
lation and to editorial usefulness. 
“Uty” is read by the men who 
handle 90% of U. S. annual coal 
consumption in: 


- Electric utilities, municipal and private power 
stations - Steel, cement and chemical plants - General 
manufacturing + Coal retailers and wholesalers - Coal 
docks and rail terminals - Plus many hospitals, schools 
and public buildings. 


Unique UTILIZATION is the only publication any- 
where which thus covers the tremendous, but virtually 
untapped market of coal users. If you're prospecting 
for the buying influences where coal is burned, 
bought, docked, exported, handled, used for 
manufacture, resold, shipped or stockpiled— 
strike it rich. Utilize UTILIZATION! 


Utilization 


MECHANIZATION, Inc., Publishers 
MUNSEY BUILDING ¢ WASHINGTON 4, D. C. 


NEw YORK « PITTSBURGH « CHICAGO « SAN FRANCISCO « LoS ANGELES 
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More than 7000 copies of Staff- 
written ‘'How-to'’ articles have 
been purchased by readers of 
BOXBOARD CONTAINERS. These 
articles are a part of a continuous 
series regularly featured in the 
maqazine. Some titles: | 


BOX MANUFACTURE * dng 
TION OF SOLID FIBRE BOXES 
CARTON CUTTING, CREASING ata 
STRIPPING FOLDING PAPER BOX | 
FINISHING OPERATIONS and other: 


Attentive, responsive reader- 
ship by decision-making peo- 
ple gives your advertising its 
maximum chance to produce 
results. 


| OPERATING PROBLEMS IN FIBRE 


| 
| 
| 
| 
4 


Essentially 


COMPLETE Industry Coverage \ 
Subscriptions penetrate deep | 
every division of this many-phased, 
big-buying industry, reaching: 
835 Setup Box Plants | 
1054 Folding Carton Plants 
500 Corrugated and 
299 Solid Fibre Shipping | 
Container Plants 
168 Transparent Package 
Plants | 
Since some plants make more than 
one item, these figures include dupli- | 
4 


cations. Total distribution is: 


3243 


Ask the nearest Haywood man for 
further information 
Published by 


HAYWOOD PUBLISHING CO. 


22 E. HURON STREET. CHICAGO 11 
101 PARK AVENUE, NEW YORK 17 
West Coast: 


‘Boxboard 


CONTAINERS | 


formerly SHEARS 
@ : NB 


McDonald-Thompson 
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months in advance, Dr. Hayes said. 

Using this method, he predicted 
there would be no upturn in busi- 
ness for the next two to six months. 

Dr. Hayes also told of another ex- 
periment in psychological research 
in which the direction of trends in 
the purchase of new cars was pre- 
dicted, but in this case the psycho- 
logical poll fell down in predicting 
the magnitude of new car purchases. 

Psychological research “hasn't 
been adequately explored yet,” Dr. 
Hayes said. 


1,200 U. S. companies with 
foreign investments listed 
@ NEW YORK . . Overseas Business 
Services of McGraw-Hill Interna- 


tional Corp. has published a list of 


more than 1,200 American compa- 
nies that represent more than 95% 
of the $16 billion of U. S. foreign 
investment. 

This is the first such list to be 
made available commercially, Mc- 
Graw-Hill says. Price is $20. 


45% of manufacturers’ reps 

left out of ad programs. . study 
® NEW yorK .. If your manufac- 
turers’ representative is dissatisfied 
with your company’s advertising, 
it’s because you didn’t consult him 
in its preparation. 

That is one conclusion that can 
be drawn from a survey conducted 
by Heating Publishers, Inc., New 
York. In the survey, manufac- 
turers’ representatives were ques- 
tioned about the extent of their 
participation in the advertising pro- 
grams of the companies they repre- 
sent. 

Only 55% 
mission representatives . 
to industrial customers, jobbers or 
retail dealers . . said their manu- 
facturers asked them for ideas to 
use im the manufacturers’ advertis- 
ing. 

One of the questions 
was: “Are you happy with your 


of these straight com- 
. who sell 


survey's 


factory advertising now?” 
3 g 
To this, 57% of the representa- 
tives answered “yes,” and the other 
3% “no ” 
Heating 


Publishers said, “the 


° 


compilation indicated that there 
was a close relationship between 
those who indicated happiness with 
the factory advertising and those 
who were consulted by the factory.” 

The survey was published in 
“Rep Digest,’ a quarterly news- 
letter for manufacturers’ reps, pub- 
lished by Heating Publishers, which 
publishes Fueloil & Oil Heat and 
Gas Heat. 


Survey sees slight decline 

in capital goods spending 

® WASHINGTON .. American indus- 
try is planning to spend $27.2 billion 
for new plant and equipment during 
1954, only 4% less than was actually 
spent last year, a survey of capital 
budgets by the U. S. Department of 
Commerce and the Securities & Ex- 
change Commission shows. 

A breakdown of the investment 
planned shows: manufacturers plan 
to spend $11.4 billion, down 7% 
from 1953; mining industry plans to 
spend $1.04 billion, up 3%; rail- 
roads $940 million, down 28%; other 
transportation $1.4 billion, down 
4%; public utilities $4.4 billion, 
down 3%, and commercial and other 
businesses $8 billion, up 3% 

The survey shows that as a whole 
American business expects sales to 
drop about 3% below the level of 
1953. Durable goods industries an- 
ticipate an 8% sales drop, while 
non-durable goods producers ex- 
pect a sales increase of about 3% 


Clark-Smith publishing 
companies’ top men move up 

® CHARLOTTE, N. Cc. . . David Clark 
has been named chairman of the 
board of Clark Publishing Co. and 
the Clark-Smith Publishing Co. and 
has been succeeded as president of 
the two Charlotte publishing enter- 
prises by Junius M. Smith. 

Mr. Clark founded the Clark Co. 
in 1911. It publishes Textile Bulle- 
tin, The Knitter, Clark’s Directory 
of Southern Textile Mills and Buy- 
ers Guide to Southern Hosiery & 
Knitwear Manufacturers. 

The Clark-Smith Co., established 
in 1944, publishes Southern Hospi- 
tals, The Southern Optometrist and 
The Municipal South. 

Mr. Smith has been with the par- 
ent company for 31 years and for- 
merly was vice-president and busi- 


Continued on page 38 
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Talk about LEhthucIagSIN ... 


our 1954 MACHINE and TOOL BLUE BOOK DIRECTORY users have 
it! And we're elated .. . literally floored by the hundreds of com- 
ments which we received from DIRECTORY users from practically 
every city in the nation. Comment after comment. . . from top pro- 
duction men in the metalworking industry . . . revealed the 
DIRECTORY’S usefulness in their everyday business operation. 


In spite of all the success of the 1954 edition . . . the editors of 
MACHINE and TOOL BLUE BOOK DIRECTORY are going ahead with 
plans to make the 1955 edition EVEN BIGGER and BETTER! That's 
quite a challenge, but with the industry ‘know-how’ and editorial skill 
of our staff, you are assured that the job will be done... and right! Of 
course, this means an even greater sales opportunity for you. And 
it is a good reason why the BLUE BOOK DIRECTORY should be the 
backbone of YOUR selling job to the huge metalworking industry. 


HERE’S Leader Aiclion FROM 


BLUE BOOK DIRECTORY USERS... 


1954 Directory Reaches New High 5 Useful Buying and 


in Advertising Volume .. . Reference Sections: 


602 Advertisers Bought 662 Pages in the (954 Index to Products 

Directory © Names and Addresses of Manufac- 
612 Advertisers Bought 465 Pages in the (953 turers 

Directory ©@ Metals and Their Properties 


(955 DIRECTORY now in preparation... be ; 
sure to include it on your 1954 schedule. © Practical Tables for Shop Use 


DISTRIBUTED DEC. 15—CLOSING DATE NOV. 10 





Metalworking Industry 





Published Monthly 


40,000 cies cer nn 


to Metalworking Production Executives 


Plus Values: 


© 98% Personalized 

@ Circulation verified by 
Western Union 

@ BPA audited 

@ Square Back - opens 
flat - easy to read 


Tops in Advertising Values: 


1953 Advertising Pages .... 4,261* 


and use 

@ Sewed binding like a 
$4 book 

© Low cost per thousand 

@ Total monthly reader- 
ship exceeding 
141,000 


*Includes Directory Issue 





Write for NEW 24-page Data File based on NIAA outline 


Machine and Tool BLUE BOOK 


HITCHCOCK PUBLISHING CO. WHEATON, ILLINOIS 
Telephone: WHeaton 8-3400 


© Trade Associations Serving the 


1952 Advertising Pages .... 4,022* 


Mocking and Too 


BLUE BOOK 


A WITCHCOCK PUBLICATIO® 


The only handy and 
complete buying 
Directory issued 
for the Metalwork- 
ing Industry 


“We heave purchased two machine tools 
from advertisements. Find information, 
articles and ads very useful.” 

-—The A. Henry Stewart Co. 


“Receipt of the 1954 Machine and Tool 
Blue Book Directory is acknowledged and 
greotly appreciated. This convenient 
desk-size directory is considered very 
practical and will be beneficial to our 
Industrial Engineering personnel. Also, 
it will simplify the research necessary to 
locate sources of supply for machinery 
and tooling required by our production 

activities.” 
~—Major General, USAF Commander, 
Olmsted Air Fofce Base 


“This is @ very convenient and reliable 
source of supply.”’ ; 


—Supt., Russell, Burdseil 
& Ward, Bolt & Nut Company 


“Your Directory contains a world of in- 
formation. We buy many, many different 
articles from information obtained from 
your book.’’ 
Manager, Harrison Die 
Casting Co. 


“Getting better and better every year. 
't is consulted 
chasing : 


_ production departments 


—The Cincinnati Time Recorder Co. 


"Mery good book. We found a number 
of ee sources of supplies through the 
use of it.’ 


—Overton Machine Company 


“A useful tool.” 
—General Supt., Allen Electric 
& Equipment Co. 





The Advertising Manager told this story to a CONSULTING 
ENGINEER representative: 
“Ours is an old company and we make a fine product. We have prided 
ourselves on quality and although we have lots of competition—includ- 
ing three or four ‘big name’ outfits—we’ve never worried about our 
product standing alongside anything on the market. 
“We thought everybody knew that. It seems they didn’t, for here’s 
what happened within the past three weeks. 
“We had a $50,000 order in the bag. We had sold the owners and 
the general contractors. We were even writing up production schedules, 
The Consulting Engineer's “Then the owners called us in. Said they were concerned because 
Professional Magazine the specifications, prepared by a large firm of consulting engineers, 
called for another make of product ‘or equal.’ To our amazement, 
they said the consulting engineers were not sure that our product 
was ‘equal.’ 
“We assured them that of course it was at least equal if not better, 
and said we’d get it fixed up at once by seeing the consulting engineers. 
But it wasn’t that easy! 
“Our Chief Engineer and Sales Manager caught a plane and visited 
the engineering firm. They did the best they could but it wasn’t any 
use. They were told: ‘We recommend what we know, gentlemen. 
Yours may be the finest on the market, and once we know 
it we may be specifying yours. But we don’t know it now. Our clients 
can insist upon your product if they care to, but it will not be on our 
recommendation.’ 
“Well, the clients wouldn’t, and I can’t say we blame them because 
they were paying for advice and they followed it. In all fairness we 
can’t blame the consulting engineers either, for their company has 
a fine reputation and their ethics have never been questioned. 


“We lost a fine order and it has taught us a lesson.” 


SELL the MEN who 
WRITE the SPECIFICATIONS 



























why CONSULTING ENGINEER 
is read BEFORE being filed 







A CONSULTING ENGINEER reader, member of a large New 
‘ York firm, sums up the unique standing of this magazine in these 
words: 


“CONSULTING ENGINEER is by far the best 

publication available covering ‘engineering’ 

from a professional point of view. There are 
many technical as well as ‘news’ publications, 
i but this is the first professional magazine." 


Many specialized technical or industrial magazines are found in 
the libraries of consulting engineers, often carefully indexed as 
to contents so special articles can be referred to. But CON- 
SULTING ENGINEER has the special and unique advantage of 
being read thoroughly before it is filed. It is considered as im- 
mediate ‘must’ reading by the men who make decisions because, 
alone among all magazines, it is filled with information of im- 
mediate interest, gathered specifically for their profession. 

CONSULTING ENGINEER advertisers get immediate impact in 
the one magazine that consulting engineers read cover to cover. 





CONSULTING ENGINEER readers constitute a larger 

market than is reached by any magazine covering one 

industry or one branch of technical interest, for consulting 
engineers specify products and materials in all industries. 
Readers of this magazine are responsible for over 90% of the 
industrial, large structural and civil engineering work done 
each year in the United States and by American firms 
handling projects abroad. This includes new plants, expan- 
sions and modernizations. 
The facts about CONSULTING ENGINEER are contained 
in the NIAA Publishers Presentation—available on request. 


Also available, a 57-page book containing hundreds of volun- 
tary reader comments about CONSULTING ENGINEER. 


\ \ \ \ 












Some of the Products and Services 
Already Advertised in 
CONSULTING ENGINEER 


AIR & DUST FILTERS & COLLECTORS 
dust collectors 
electrical precipitators 
AIR POLLUTION CONTROL 
ANTI-CORROSIVE & PROTECTIVE COATINGS 
BOILERS AND BOiLER ACCESSORIES 
dampers 
CINDER & FLY ASH EQUIPMENT 
ash handling systems 
stacks 
COAL AND BULK HANDLING 
CONTROLS, REGULATORS & INSTRUMENTS 
control panelboard 
draft gages 
liquid level gages 
meters 
temperature regulators 
CONVEYORS 
sludge collectors 
tubular conveyors 
DRY ICE CONVERTERS 
ELECTRICAL DISTRIBUTION 
bus duct 
circuit breakers 
conduit and wire 
rectifiers 
switchgear 
unit substations 
ENGINEERING, CONSULTANTS & CONSTRUCTION 
COMPANIES 
ENGINEERING PUBLICATIONS 
ENGINES 
diesel 
FANS & BLOWERS 
centrifugal blowers and exhausters 
draft fans 
FLOORING 
FUELS & FIRING EQUIPMENT 
urners 
coal 
heaters 
stokers 
HEAT EXCHANGER EQUIPMENT 
cooling towers 
condensers 
converters 
decerator heaters 
preheaters 
LOADING RAMPS 
LUBRICATION, OIL FILTERS & PURIFIERS 
filters 
lubricators 
MARINE GEAR 
MATERIALS OF CONSTRUCTION 
aluminum 
steel fabrication 
MUNICIPAL GARBAGE-COOKING UNIT 
PACKAGED STEAM GENERATORS 
PACKING & GASKETS 
PIPE & FITTINGS 
expansion joints 
piping and fitting 
PLANT SITE LOCATIONS 
PUMPS 
REFRACTORIES 
REPRODUCTION EQUIPMENT & SUPPLIES 
SOOT BLOWERS AND CLEANERS 
STEAM SPECIALTIES 
steam traps 
STORAGE SYSTEMS 
silos 
storage bins 
STRUCTURAL MATERIALS 
concrete wall panels 
industrial doors 
metal walls 
staintess steel walls 
THERMAL INSULATION 
TOLL HOUSE 
TRANSFORMERS 
TURBO-GENERATORS 
VALVES AND FITTINGS 
VENTILATORS & VENTILATION SYSTEMS 
WATER TREATMENT 
boiler treatment 
chemical feeders 
de-ionizing units 
demineralizer 
proportioners 
purification 
reactors 
zeolite softeners 
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“according to 


Ceramic Bulletin... ~ 


the more than 85 American Ceramic 
Society meetings each year — the re- 
sults of actual experiences, expressed 
in Ceramic Bulletin, very often are 
mentioned to add authoritatively to 
the conversation. Ceramists, in every 
phase of the multi-billion-dollar ceram- 
ic industry, know that The Bulletin’s 
editorial material is accepted as the 
most accurate, timely information 
available. 

Because The Bulletin holds such a 
high position throughout the indus- 
try, back issues are kept for months 
and months as a readily accessible 
source of “text book” data. It is this 
strong staying power and constant 
reference to back issues that enables 
The Bulletin’s advertisers to make 
multiple-sales contacts — an oppor- 
tunity to have their sales message 
seen time and time again! 

Through no other medium can manu- 
facturers of ceramic materials and 
processing equipment reach their mar- 
ket so completely, yet so inexpensively 
as in The Ceramic Bulletin. 

ONLY C. B. Gives Its Advertisers 
Such Complete Market Coverage! 
Find out specifically how Ceramic 
Bulletin can make your advertising 
pay bieger dividends through concen- 

trated, continuous readership. 
Write TODAY For Descriptive Liter- 
ature 


eramic 
ulletin 


2525 N. HIGH ST., COLUMBUS 2, OHIO 
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ness manager. 

James T. McAden, Jr., has been 
elected vice-president of the Clark 
Co. and David McK. Clark, vice- 
president of Clark-Smith. F. R. 
Carey, Providence, R. I., will con- 
tinue as vice-president and eastern 
manager of both companies and 
Margaret L. Robinson as treasurer. 


Industrial editors will meet 
to learn their sales roles 
® pETROIT .. More than 600 compa- 
ny publications editors will meet 
here May 12-14 for a conference on 
the theme, “Meeting Competition 
Through Better Communications.” 
The conference is the annual 
meeting of the International Coun- 
cil of Industrial Editors, made up of 
about 3,250 editors. Council awards 
for outstanding publications will be 
presented at the meeting. 
Conference chairman is Stewart 
J. Wolfe of Hudson Motor Car Co., 
Detroit. John S. Bugas, vice-presi- 
dent in charge of industrial rela- 
tions for Ford Motor Co., will be 
the keynote speaker. 


Printer offers help 

for harried company editors 

® PITTSBURGH . . William G. Johns- 
ton Co., Pittsburgh printing house, 
has named Lowell T. Brown direc- 
tor of publication services, a new 
position created to free editors of 
company publications printed at 
Johnston’s from production detail 
work. 

Mr. Brown, former manager of 
publications for Dravo Corp., Pitts- 
burgh, will act as production con- 
sultant so as to “give editors time to 
function more effectively as edi- 
tors,’ Johnston Cc. president Robert 
H Caffee said. 


Helicopter, four-car lot prompt 
Philadelphia ayency’s move 

® PHILADELPHIA . . Advertising As- 
sociates of Philadelphia has moved. 
Among reasons given in a new re- 
lease were these: the new spot is 
close to “good landing facilities for 
the helicopter anticipated for de- 
livery next year” and it “provides 
facilities for parking four cars.” 


Advertiser changes. . 


Winslow 


Ralph Winslow . . manager of the public 
relations department, Koppers Co., Pitts- 
burgh, has been appointed a department- 


al vice-president. 


Kenneth L. Walters . . supervisor, media 
relations, Apparatus Sales Div., General 
Electric Co., Schenectady, N. Y., has suc 
‘eeded Alan T. Wolcott as consultant on 
media planning for GE’s marketing serv- 
ices division. Mr Wolcott will become di 
rector of public relations for the Audit Bu 


reau of Circulations, Chicago. 


Robert G. Moore .. acting advertising 
manager, SKF Industries, Philadelphia, 
has been named advertising manager. 


L. D. Richardson 


national sales and service supervisor 


- - has been appointed 


Eut 


Eutectic Welding Alloys 
N. Y. 


oC 


rp., Flushing 


A. B. Dick Co. . . Chicago, has anneunced 
the following personnel changes in their 
sales department: E. P. Jordon, Jr., former 
Midwest regional manager, was named 
regional sales manager in charge of key 
markets; Myron G. Stolp, former sales 
promotion and advertising manager, will 
become Midwest regional sales manager; 
Norman H. Vanek, former manager of the 
Texas and southern Oklahoma district, will 
become Eastern regional sales manager; 
Kenneth B. Marble, former assistant 

the general sales manager, will become 


sales promotion and advertising manager 


Richard E. Ireland . . with the advertising 
sales promotion staff of the Janitro! 

of Surface Combustion Corp. 
©., since 1939, has been named 


sales promotion supervisor. 


Albert Patnik . . former rural dealer sales 
manager for Lincoln Electric Co., Cleve- 
land, has been named to a newly created 
position of dealer sales manager. 


Robert A. Loepp .. formerly with the 
central service division of Chrysler Corp., 
has been appointed supervisor of creative 

Continued on page 40 














The big sales 

are made to the 

Chemical and 3 
Process Industries vans vis ol we 


are the high level planners who wrap the 
| at the equipment around processes for production, 3 


One of the most important functions oe 


EXACT POIN T INDUSTRIAL& ENGINEERING CHEM. 


ISTRY’s 30,000 professional chemists and 


wher e resea rch chemical engineers is this high level applied 


research, design and development, and op- ey 


-Is translated Sas 


Buying is a team operation in the C&PI— 


: : | into production! | not one man, one title, one function job. : : 


Just another reason why I&EC readers 
represent the greatest concentration of buying. power 
in the chemical world 


* INDUSTRIAL & ENGINEERING 


An American Chemical 
Society Publication 


Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N.Y. 











“Civil Engineers 
bring in 

U. §. equipment 

and 


methods’ o- 


~ 


Toronto subway 
construction costs!" 


Says 
Charles B. Molineauz, 
M. ASCE, 
Chief Engineer 
The Arthur A. Johnson 
Corp., 
New York, N. Y. 


“By importing U.S. construction 
vehicles and American subway con- 
struction experience, Civil Engin- 
eers saved up to 200% in building 
Canada’s first subway. The Civil 
Engineer, responsible for planning, 
supervision and control of every step 
of construction progress, is a vital 
factor in the specification and pur- 
chase of materials and equipment.” 


Only CIVIL ENGINEERING 
alone can sell 
37,000 Civil Engineers. 


Here’s why: 


BB civit ENGINEERING is the only national 
periodical published exclusively for Civil 
Engineers. 


BB 90% of CIVIL ENGINEERING’s 37,000 
readers have met the rigid education and 
experience requirements for membership 
in the American Society of Civil Engineers. 


BB civit ENGINEERING’s authoritative edi- 
torial content is written by top-flight en- 
gineers actively engaged in important 
projects. 


BB ish reader interest produces results — 
36,715 inquiries from one issue alone. 


BB Advertisers pleased — 91% of 1952's ad- 
vertisers were back again in 1953. 


Hele pbel-1-)é-Rotd-m-relbleett-re 
Coe) of -Tesbaimeselem oleae 


CIVIL 
ENGINEERING 


The Magazine of Engineered Construction 
The American Society of Civil Engineers 
33 West 39th Street, New York 18, N. Y. 
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(jm) NEWS 


begins on p. 28 

advertising, BullDog Electric Products Co., 
Detroit. 

Henry A. Kennington . . former sales man- 
ager for an industrial division of Armour 
Co., has been appointed general sales 
manager, Raymond Bag Co., Middletown, 
O. manufacturer of multiwall paper ship- 
ping sacks. 
Charles R. Keefe . . acting technical serv- 
ice director, Glidden Co., Cleveland, has 
been named industrial sales manager of 
the company’s northwestern region. 


Vulcan Machine Co. . . Waynesboro, Pa., 
has purchased Minnich Machine Works, 
Landisville, Pa. R. L. Wyckoff has been 
appointed advertising manager of the 
combined operation. 


Robert Edwards . . former account ex- 
ecutive, Farson, Huff & Northlich, has 
manager, 


been appointed advertising 


Trailmobile, Inc., Cincinnati. 
R. M. Hammes. . former assistant to the 
general sales manager in charge of sales 
promotion, American Machine & Metals, 
East Moline, IIl., has been appointed as- 
sistant general sales manager in charge 
of the Niagara filters division and Tolhurst 


centrifugals division. 


Agency changes. . 


Hatch & Treat . . Union City, Pa., has 
been named to handle advertising for 
Snap-tite, Inc., of the same city, manu- 
facturer of quick connect-disconnect cou- 
plings. 

Hutchins Advertising Co. Rochester, 
N. Y., has been named to handle adver- 
tising for Bronwill Scientific, Inc., Rochester 
manufacturer of circulators and high vac- 


uum equipment. 


Gaynor & Co. . . New York, will handle 
advertising for Yardney Electric Corp., of 


the same city. 


Eldridge Co. . . Philadelphia, will handle 
advertising for Automatic Temperature 
Control Co., Philadelphia. 


Harold Warner Co. . . Buffalo, N. Y., will 
handle advertising for Federal Portland 
Cement Co., Buffalo. 


Lynn C. Wimmer . . of Burton Browne 


Advertising, Chicago, has been appointed 


eee ‘i 


director of public relations for the agency 
which has a heavy roster of accounts in 
the electronics industry. Before joining 
Burton Browne in February, 1953, Mr. 
Wimmer was assistant director of public 
relations for the American Hospital Asso- 


ciation. 


Robert S. Aitchison . 
dent, Saunders, Shrout & Associates, and 
contributing editor of Industrial Marketing, 
has been named vice-president of Fens- 


- former vice-presi- 


holt Advertising, Chicago. 


Central Advertising Service . . Boston, has 
been appointed to handle advertising for 
General Chemical Co., Cambridge, Mass. 


Wyckoff & Adkins . . San Francisco, has 
been named to handle advertising for 
California Ink Co., San Francisco. 


John Walsh .. formerly with the Chicago 
Tribune, has joined the copy staff of 
Sidney Clayton & Associates, Chicago. 


Compton Advertising . . New York, has 
moved to larger quarters at 261 Madison 
Ave., New York. 


Robert White . . formerly with Leo Burnett 
Co., has joined the copy department of 
Needham, Louis & Brorby, Chicago. 


Don C. Dahms .. former production super- 
visor, Leo Burnett Co., has been named 
production manager, Saunders, Shrout & 
Associates, Chicago. Edna G. Steinhauser, 
former account executive assistant, Sim- 
monds & Simmonds Advertising, has been 
named office coordinator. 


William J. Geissinger and William J. Gil- 
lilan . . have been made vice-presidents, 
Ketchum, MacLeod & Grove, Pittsburgh. 


Charles O. Puffer Co. . . Chicago, has 
been named to handle advertising for 
Jenn-Air Products Co., Indianapolis, Ind. 


James Thomas Chirurg Co. . . has pro- 
moted two in its New York office. Gerald 
J. Johnson, formerly copy supervisor for 
Westinghouse International Co., has be- 
come copy director, and Raymond A. 
Menzl, production takes on 
added supervisory duties as production 


] 


control 


manager, 


manager. 


Ross Roy, Inc... . Detroit, has established 
an office in Windsor, Ontario, principally 
to serve Chrysler Corp. of Canada, Ltd. 
Harold J. G. Jackson, former director of 
advertising for Chrysler Corp. of Canada, 
has been named vice-president of the new 
office ® 

















PRACTICALLY 


ALL PRODUCTS ARE PACKAGED 


AND ALL PACKAGES MUST BE... 





, 


Prunes and photographic film have at least one big thing in common: 


foil packaging is selling them faster. Big? Aluminum foil makers 
expect to market some 15 billion square feet of foil in 54... 
and that’s big enough to lift sales for tons of products. 


Foil is odorproof-for onion soup. It’s lightproof (so film doesn’t 

have to be dated). It’s moistureproof ... extends the shelf life of 
biscuits, expands the market reach for lobsters. The frozen food field 
alone offers a dizzy new potential for packaging plum pies and 

pot pies in foil, for the freezer-to-oven run. 


New ideas in protective and good-to-the-eye packaging are putting 
up new aluminum plants. They’re piling. up sales for paper and 
plastics, too... for cans and glass and other materials. Everywhere, 
the ablest merchandisers and most inventive designers are 


putting their heads together to package everything—to sell more of it. 


For the past 26 years, MODERN PACKAGING has sparked a lot of 
research among the marketers, imaginative thinking among 
the designers, development work among production men and 
engineers. Fact is, it’s the prime force in building this big field 
bigger. Survey after survey proves its leadership... by a wide 
margin. Ask for the facts. 


MODERN PACKAGING 


ogni 


3g A BRESKIN PUBLICATION 
‘Gi: 575 Madison Avenue, New York 22, New York 
_ 


¢ 
B-14 


If you make anything that 

goes into packaging any 
product... for its design, 
production or merchandising... 
your advertising belongs in— 


MODERN PACKAGING 
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Works Manager 


Electrical Superintendent 


AUTHORIZED aPPRovay 


Chief Tool Engineer 


Mechanic 














Ite the diguitiune thal counli... wit the tle 


Your salesmen are responsible for orders like these because they 
have personally searched out the key man, or men, whose “OK” 
means a sale. They know that the actual buying influences can be 
located only after repeated plant calls. 





MILL & FACTORY, too, reaches the key executives in plant after 
plant, because it follows this same sales-contact principle. Across the 
nation 1,645 sales engineers, who sell machinery, equipment and 
other products to industry, build and maintain MILL & FACTORY ’s 
entire circulation. 

These sales engineers are in constant touch with all worthwhile plants 


in their territories. They select only proven buying influences to re- 
ceive paid copies of MILL & FACTORY 


Your MILL & FACTORY advertising has a tremendous sales impact 
because of this uniquely successful Conover-Mast Franchise Circu- 
lation Method. Your product story goes directly to the men, regard- 
less of title, your salesmen must see to sell. 


A CONOVER-MAST PUBLICATION 


20S CAST 4200 STREET © WEWR VERS £7) We ¥, 
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when 
communities 
face an 


industrial 
ETS Cc) Cu 


... help’s on hand for 
public works engineers 


I, a PW survey, almost one city in 
every four reported disposal or treat- 
ment of industrial wastes posed tough 
problems . . . political . . . financial... 
technical. And urgent. So PUBLIC 
WORKS ran a series on all these 
aspects of waste disposal. It ran others 
on aerial photography . . . maintain- 
ing pavements . . . and many more, 
all pointed at the needs of the men 
you must sell in the public works 
market — to help these engineers meet 
the demand of the times. 


PW gives technical officials in cities, 
counties and states across-the-board 
help, with how-to-do-it answers for 
each new problem: \abor shortages, 
civil defense, the needs of growing 
communities. No other magazine in 
the field does such a practical edito- 
rial job. Naturally, engineers look to 
PW ... more than any other maga- 
zine .. . for vital information. That's 
why PW closes more sales than any 
other publication in the field. 


more pull 


A machinery company* reports: 


“PW inquiries very high. Trace- 
able sales good.” 


*Name on request 


PUBLIC r 


Most useful engineering 
magazine for cities 
counties and states 

310 East 45th St., 

New York 17, N.Y. 
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from Washington 





By Stanley E. Cohen 

® REPUBLICAN Senate leaders are 
confident that the administration’s 
big tax revision program is finally 
on its way toward approval, after a 
rather lengthy stay in the Senate 
finance committee. 

As it turns out, the history of this 
tax bill is a classic justification for 
the two-chamber legislature. The 
finance committee has spent most of 
the past several weeks hunting 
down the pixies that were buried in 
the bill when it was whipped 
through the House last month with- 
out the change of so much as a 
comma. 

The bill, representing the first 
comprehensive revision of basic tax 
law in 20 years, involves more than 
850 pages, and is probably the most 
complex item of legislation ever 
handled by Congress. When expert 
witnesses appeared before the Sen- 
ate finance committee, they warned 
that their investigations indicated 
that the House version was honey- 
combed with mischievous little 
phrases which didn’t always mean 
what they appeared to mean. 

Tax lawyers who outlined this 
problem made it clear they were 
not implying any consistent bias in 
the bill. Some of the trick language 
opened handsome loopholes for cor- 
poration lawyers. Others invited 
punishing restrictions on business. 

In any event the testimony by 
spokesmen for the bar associations 
was sufficiently convincing that a 
committee of technicians were as- 
sembled, to comb through the en- 
tire 850 pages in an effort to spot 
the doubtful items that slipped into 
the bill. 


Playing Politics Out . . Treasury 
Secretary George Humphrey has 
maintained a steady pressure on the 
Senate to resist any temptation to 
play politics with the tax revision 


bill. He says substitutes, such as 
the proposal to increase tax exemp- 
tions of individuals, will not achieve 
the economic results the adminis- 
tration anticipates from changes in 
corporate tax laws. 

“There are many important busi- 
ness projects around the country 
which are now being held up pend- 
ing final decisions on this revision 
bill,’ he warns. “When the bill is 
enacted these new or expanding 
businesses can go ahead with their 
plans, which will result in the crea- 
tion of jobs and the vital expansion 
of our economy.” 


Industrial Buying Spree? .. 
Treasury officials are counting 
heavily on the proposed new rules 
on the depreciation of plant and 
equipment to let loose a buying 
spree for industrial equipment and 
facilities. Under the new system, 
a firm will have the option of using 
a “double rate declining balance” 
plan, which recovers about two 
thirds of the cost of new machines, 
equipment and plant during the first 
half of their life. 

Individual companies will deter- 
mine for themselves whether they 
want to use speeded-up amortiza- 
tion, but presumably many will. 
Speeded up amortization is attrac- 
tive, particularly to small compa- 
nies, because it enables a firm to 
recapture and reinvest a larger per- 
centage of its capital fund during 
the early life of the equipment. On 
the other hand, pessimists . . those 
who believe the nation is heading 
for new wars . . may want to forego 
the new formula. By spacing out 
depreciation evenly over the full 
life of the equipment . . under the 
system presently used . . they would 
have larger deductions some year 
in the future if taxes are increased 
to cover the cost of new emergen- 
cies. 

Continued on page 48 
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THESE FACTS PROVE IT! 


Here are some of the reports available 
to you... made for us, not by us... to 
help you get down to cases in your plans 
to sell lowa. 


Quality Of Reader: ‘Measuring the 
World’s Biggest Farmer” (U. S. Census 
Bureau survey on high income average 
of Wallaces’ lowa farmers). 


Reader Traffic: Continuing Study of 
Farm Publications No. 4 (the facts on 
cover-to-cover readership). 

Reader Preference: “InFARMation Please 
No. 2” (scientific area sampling study by 
lowa State College showing subscribers’ 
confidence in their farm paper). 

Dealer Preference: Special for you based 
on information you furnish to get your 
dealers’ views on advertising and media. 
Coverage: SRDS, ABC figures on actual 
farm coverage. 

Reader Frame of Mind: Comparison 
tests on selling climate created by media 
in the market. ; 
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in the nation’s 
No.1 Farm Market! 


Nothing pleases us more than to have an advertiser ask 
for the measure of Iowa as a market for his product, or 
of the media serving this market. 

It gives us a lot of satisfaction because Wallaces’ Farmer 
and Iowa Homestead always comes out ahead — by a 
country mile. What’s more, not a single item needs to be 
left to guess-work. We know we can do the job for you. 
Our knowing is based on completely unbiased, scientific 
facts. And common sense. 


What Do You Want to Know? Would it help you'to know more 
about the readers of your ads? What they own, their sources of 
helpful farming information, their buying intentions, what gets 
their attention? Would you like to know what your dealers think 
of your advertising? Do you want an additional reliable estimate 
of your sales potential? Write us for reports you want. Perhaps 
you'd like to use our research facilities to make a special study 
for you. We'd like to help you. 
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WALLACES’ FARMER 


AND 


IOWA HOMESTEAD 


DANTE M. PIERCE, PUBLISHER DES MOINES, IOWA 
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%* CHEMICAL PROCESS INDUSTRIES 
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Bigger CPI profits? The market’s wide open! Already chemical engineers have 
shoved raw materials purchases over the $37 billion-a-year mark . .. in 53 they 
pumped back another $6 billion in new plants and equipment . .. CPI output 
hit a record-breaking $59 billion. 









Watch your timing! Opportunities are popping up all over! But let’s face it 
ssenanee gur competitors! And they’re making the chemical engineer one of 
the most-wanhtech aa tds to-see-and-sell buyers in industry. 





O are 
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\ salespower? CHEMICAL ENGINEERING’s got it in a 
% Rspecial “Annual Inventory Issue” coming your way 
eader-wanted sourcebook CPI plant men asked for 
: ical, 12-months; su mary of significant developments that affect the 
gineer, his j i , find his future. It’s new in format — unique in content 
= reader Wpeal ... your Sunday punch for a bigger share of this 









zi Vhat’s the answer? ERA 
om << publishing service . 
mtember. Here’s theg 









act of.a new idea — the novelty of an added 
e active Fall-Winter buying season . . . plus 
’ @ annual reference edition. And with 38,000 
8 Pineering-minded, buying- ; Mered readers, there’s nothing comparable in 
character or circulation anyw& avi else in the field. 


























More muscle? What more d you ask for to really deliver the goods for 
both reader and advertise pgay Phat more could you ask for? So why wait? Find 
out all aera x MameitNG can do for you today. 
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THE EDITORS SPEAK: 
through August, to spark 
Editor Callaham’s page 


Hes of six 2-page color spreads, in CE March 
msive readership of the Inventory Issue... plus 
Mmmary on format and content. 





THE SHADOW O 1,O88 ‘ej (OLESCENCE: Here’s the full story of this outstanding 
NEW iSSUG court AOE ed in the market, year round utility for the chemical engi- 


TO OP j the values that make it a smart buy for the advertiser. 












ENGE OF ’54: A CPI close-up for the newcomer, an up-to-date 


Bthe oldtimer. CE’s report talks expansion, markets, manpower, 
4 -overall outlook to size up your best opportunities. 









ar PACKAGE: Write CHEMICAL ENGINEERING’s Research Dept., or see 
Gy CE representative. Ask him to show the full layout for the Annual Inven- 
tory Issue. Remember, regular rates apply .. . and July 25th is the closing date. 













more engineering-minded production men read it... 





more advertisers invest more pages in it.. 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND ST., NEW YORK 36, N.Y. 
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THE MAGAZINE OF 
LATIN AMERICAN INDUSTRY 


Industria covers both management and oper- 
ating groups of Latin American industry... 
It is the magazine that serves the nationals of 
that market — the men who account for $2 
billions of capital goods purchases from the 
U.S. each year. 


Industria is the magazine for all industry. 





eh A McGRAW-HILL INTERNATIONAL PUBLICATION 
330 West 42nd St., New York 36, N. Y. 


48 / industrial Marketing 


| 
| 
| 
| 
| 
} 
| 








4 
. 44 


Washington 

begins on fx 

No Pump Priming . . President 
Eisenhower has made it amply clear 
that he sees no need for “slam 
bang” intervention in the form of 
federal pump priming to stabilize 
the business situation. His White 
House staff concedes business is 
still off, but it takes the position 
that the economy is staging an or- 
derly retreat, that can be halted 
through routine and undramatic ac- 
tions. 

“Some people, fearing further 
downward trends, ask when the 
government is going to get ‘in’ and 
do something,” Treasury Secretary 
Humphrey observes. “The fact is 
the government is always in. There 
are so many things the government 
does . . or does not do. . that have 
a very real bearing on the state of 
the economy.” 

Government programs in the 
housing, reclamation and farm fields 
are all examples of the way 
the government stimulates business. 
Tax reductions . . totaling some $7.5 
billion this year .. are another. The 
management of federal financing in 
a way that leaves an ample supply 
of funds for private investment in 
plant, equipment and housing con- 
struction, is still another. 

Moreover, there are instances 
where the administration is taking 
direct action to prop up depressed 
sections of the economy. Most dra- 
matic of these is the decision to ex- 
pand the stockpile goal for a num- 
ber of metals and minerals. Addi- 
tional government purchases of 
these materials was considered the 
most useful way of assuring that 
domestic metals and minerals pro- 
ducers would xemain in business. 


Business Census Push .. An im- 
pressive display of business interest 
in the proposal for a census of man- 
ufactures and business covering 
1954 (see page 148) led the House 
Post Office and Civil Service Com- 
mittee to give prompt and unani- 
mous approval to legislation which 
is the first step toward getting the 
project underway. Business wit- 
nesses, including spokesmen for the 
American Marketing Association, 
told a special subcommittee under 




















——— an i 
= os 


THIS MAN IS IN YOUR SALES PICTURE 


He’s there because industry has put him there. 
Planning and equipping all the processes of 
manufacture is his job. 


He’s a fellow who can do you a lot of good— 
if you know how to get him on your side. 


He’s called the tool engineer, the man with 
hundreds of different titles. But you can put 
your finger on him quickly, economically— 


through the American Society of Tool Engi- 
neers. As members, 27,000 tool engineers go 
inside their own magazine, THE TOOL EN- 
GINEER, every month in search of the many 
new ideas their jobs demand. 


They find them, too . . . ask any tool engineer. 


The readers of THE TOOL ENGINEER rely 


heavily on the advertising pages for new ideas. 
Ask any of our 400 regular advertisers. 


Are you telling your product story to the tool 
engineers in this ideal selling environment? 


TA its) | 


Engineer 


PUBLICATION OF 

THE AMERICAN SOCIETY OF TOOL ENGINEERS 
ASTE BUILDING 

10700 PURITAN AVENUE, DETROIT 38, MICH. 








Why we asked 84 Tool Engineers 
all about MACHINE TOOLS 


Wouldn't you like to know how much relative 

importance your prospects attach to— 

@ Machine tool features like performance uni- 
formity, accuracy, maintenance, etc.? 

@ Marketing factors like prompt delivery and 
service, availability of technical material, 
price, ete? 

@ Other product and market factors? 


By personal depth interviews, we've put ques- 
tions like these to a cross section of the 
members of the American Society of Tool 
Engineers. We think the answers will provide 
a lot of new insight into your market—your 
prospects and their buying motives. 








FIVE OTHER MARKETS WERE STUDIED, 
TOO. Personal depth interviews were 
also conducted in these fields: Cutting 
Tools; Electric Controls; Cutting 
Electric 


Motors: Pneumatics and Hydraulics. 


Fluids and Compounds; 








We think you'll find that much of the informa- 
tion in these detailed studies has been pre- 
viously unavailable in published form. 


Write for your free copy of the 14-page 
MACHINE TOOL survey report —or any of the 
five others listed above. Write: 


THE TOOL ENGINEER, 


10700 Puritan, Detroit 38, Mich. 


TOOL ENGINEERS’ OPINIONS ARE IMPORTANT IN OTHER PRODUCT FIELDS, 





Washington .. | aaa lm | 3 | | Ives 


begins on p. 44 : : Can Help Your Salesmen 
Rep. Charles Gubser (R., Cal.) that “ee jj; Become Selling Giants 


the censuses are essential to prevent A 
a complete breakdown in the flow of | : Heinn methods help you keep catalogs 
accurate information about markets | \ 

and marketing opportunities for 
business. 

As it has been many times before, | \ instead of groping for information. You 
the census program is in a jam in | : Ln cut sales-call time, reduce sales correspond- 
Congress. Even if the basic author- \ ence, eliminate much printing waste, and 
ity to take the censuses finally | 
passes, as it seems likely to, Com- 
merce Secretary Sinclair Weeks \ Catalogs that end fumbling and give 
must return to the House Appropri- y) accurate answers in three seconds could 
ations Committee to request the . be worth thousands of extra dollars to 
$13,000,000 necessary to get the nee iN you. They help any intelligent, ambi- 
work underway. p Z| tious salesman become a selling giant 

Last year this committee knocked e \ by moving closer to quota. 


out the entire census program after 7 , 
several members commented that The Heinn home office can give 


they do not know any business men you expert help in planning cat- 
who use census material, and there : oo™ alog content and easy-to-use in- 
has not been any noticeable soften- ' dexing. Work with Heinn and 
ing of this opinion during debates Tee Saye \ look forward to having covers 
on the regular census bureau budg- a \ on which you'll be proud to see 
et this year. a your name. 

An important;new element in the ; 
picture, however, is the voluminous 
report compiled by the special com- a oe \ hit tea i 
mittee of experts under Dr. Ralph i Company 
Watkins, director of research of 
Dun & Bradstreet who reviewed the 
census program last winter at the 
request of the Secretary of Com- 
merce. This report contains hun- 
dreds of letters telling how individ- 
ual firms and associations rely on 
census information. It points out 
that many business men are com- | 
pletely unaware of the importance | wmere’s THAT 
of census data because it reaches | HIVY?/] SHE 
them in disguise . . as the factual | 
basis of studies and reports issued | __ He'd find facts 
by other government agencies or - a 
private firms. 


and manuals up to date and in sequence. 
Your salesmen then concentrate on selling 


make a better impression on customers. 





Let Heinn supply your celluloid indexes. 








Originators of the Loose-Leaf System of Cataloging 


New Post Olfices . . Postmaster Leaders in 1896... and Still Leaders 


General Arthur Summerfield has 


won the first of three major legisla- | Same we nw Oe ee EE KO OE NEO 


tive battles which he has been wag- 
is dri e.. | THE HEINN COMPANY Mail,qh 


ing as part of his drive to modernize 
the postal service. As a result of 322 W. Florida St., Milwavkee 4, Wis. 


Congressional action on the so- | Information, please. hee on 


called “Lease-Purchase Bill,” he’s in | 0 Catalog Covers ( Salesmen’s Carry-Cases [1] Salesmen’s Binders 


a position to build new post offices | 7 ee — 5 — ~— — Books . art Tab Indexes 
. asel Presentations cetate Envelopes les-P. 
. the first in more than 15 years. | CD Sales and Instruction Manuals CL) Business Gifts as Goodwill Builders 


As a result, he’ll soon cut loose an NAME TITLE 
emergency building program to re- | COMPANY 
lieve some of the more crowded | ADDRESS 
postal facilities. s CITY 
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Rapid conversion to “paid” proves usefulness to readers 





LOOK INTO 
THE FUTURE 
e 
LOOK INTO 
PETROLEUM PROCESSING 
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l. Less than one year, McGraw-Hill’s 
Circulation Department has converted 
nearly 60% of Petroleum Processing’s 
circulation from free to paid. 

The fact that so many readers are so 
willing to pay for it proves that Petro- 
leum Processing’s concept of the need 
for thorough penetration in the refinery 
market is correct, and that refinery 
men appreciate the editorial excellence 
of the publication—its specialized, con- 
cise, and authoritative coverage of in- 
formation dealing with their real prob- 
lems. 

The conversion program is being 
handled with great care to insure high 
quality of all subscribers, and to assure 
thorough coverage of the petroleum 
processing industry.* In the conver- 
sion, MeGraw-Hill’s 190 field circula- 
tion representatives—who really are 
reading counsellors for men who want 
to get ahead in industry —are conduct- 


ing the first real canvass of buying in- 
fluences ever made in the refinery in- 
dustry. 

This face-to-face contact with read- 
ers pays other dividends than superior 
circulation coverage of a market. The 
reasons people buy, or decline to buy, 
a subscription to your publication are 
an invaluable aid in editorial planning. 
The kind of contact which comes when 
the subscriber has to “lay his money on 
the line” affords a check on the pub- 
lication’s usefulness that no editorial 
interviews or readership research can 
achieve. 

To present your advertising message 
to the buying factors in the fast-mov- 
ing petroleum refining industry, you 
need the thorough penetration you get 
only from Petroleum #rocessing—with 
by far the largest circulation in the 
refinezy field and the most alert edi- 
torial coverage. 


r *Complete circulation specifications, showing lists of acceptable titles, available on request. 


PETROLEUM 





PROCESSING 
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Auditorium on Wheels . . Two giant semi-+trailers, parked side by side, form a 
mobile auditorium for traveling exhibit of Armstrong Cork Co., Lancaster, Pa. One wall 


of each trailer opens and the two merge into a 1,000-square foot meeting room. 


‘Siamese’ trucks, collapsible 


New idea in traveling auditoriums seats 160 customers 


# “THE FIRST of its kind,’ says 
Armstrong Cork Co., Lancaster, 
Pa., of the twin trailer auditorium 


Big Display .. Walls of traveling auditorium are utilized for 
Armstrong floor covering displays. Give dealers ideas. 


that makes up the company’s 1954 
traveling exhibit. 
The “Merchandising Motorcade” 
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is scheduled to visit 144 cities in 
46 states to present merchandising 
ideas for Armstrong floor and wall 
coverings to some 25,000 retailers. 

The trailers are the biggest al- 
lowed on American highways. When 
they are parked side by side, one 
wall of each drops and the two 
merge into a 1,000-square foot au- 
ditorium that will seat 100 persons 
in airconditioned comfort. 

The Motorcade has its own pow- 
er system which generates enough 
electricity to light eight average 
size homes. 

The completed auditorium has 
walls lined with merchandising dis- 
plays, two speakers’ stands and 
three movie screens. 

A merchandising expert and a 
floor covering specialist will accom- 
pany the Motorcade to give retailers 
ideas for better merchandising of 
Armstrong products. 

The Motorcade can be set up to 
present two three-hour shows each 
day. 

The trailers were made by Boyer- 
town Auto Body Works, Boyertown, 


Big Audience . . Twin trailer meeting room seats 100 dealers, 
who see film and verbal presentations of merchandising ideas. 
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After three months. . 


Kearney & Trecker’s controversial 


tool lease plan boosts sales sharply 


By Leo Anderson 


® THE HOTTEST NEWS in the machine 
tool industry these days is the 
spread of tool leasing plans, but 
that’s only the beginning of the 
story. 

The latest and most startling de- 
velopment of all is the report of 
Kearney & Trecker Corp., Milwau- 
kee, that its new leasing plan, 
backed by heavy promotion, has 
brought impressive sales results. 
That’s sales, not leasing. 

The leasing plan was introduced 
in January with a new $75,000 ad- 
vertising and promotional campaign. 
Since then, the company says, one 
out of six inquiries has resulted 
in a sale (sale, not lease). Sales 
orders increased 52% from one 
month to the next. 
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| Don't wait... 
KEARNEY « TRECKER'S 
TOOL-LEASE PROGRAM 


...the common sense 
approach to your plant 
modernization problem 


SEs 





Fast Action .. Business publication ads stress switching inefficient old tools for new 


ones under leasing plan. 


What is even more surprising 
than the results themselves is that 
the campaign was aimed directly 
not at selling tools but at leasing 
them. 

Advertising faifare has been pro- 
claiming Kearney & Trecker’s tool 
lease program in business publica- 
tions, general magazines and news- 
papers. 


$1,000,000 Lease . . Here are the 
results, reported by advertising 
manager A. J. John: 

1. So many inquiries have come 
directly into the main office, there 
hasn’t been time to process inquiries 
that came through distributors. 

2. More than $1,000,000 worth of 
tools were leased during the first 


A flood of inquiries .. 


and sales . . resulted. 


30 days of the leasing program’s 
operation. 

3. On following up, one out of ev- 
ery six inquiries has resulted in a 
direct sale. 

4. During February (the month 
efter tool lease started), sales or- 
ders jumped 52% over the January 
level. This was attributed mainly 
to tool lease promotion, although 
there was a general upsurge in the 
machine tool business during Feb- 
ruary. 

The company’s campaign was 
launched against a backdrop of cau- 
tion by most tool companies and 
rumblings by a few. One executive 
warned that lease plans ultimately 
can hurt an individual company and 
the industry generally. As Kearney 























& Trecker launched its fanfare, 
most machine tool manufacturers, 
including some of the biggest, were 
treating the issue like a hot potato. 
Questioned by IM, they preferred 
not be quoted or even mentioned 
now. The attitude appeared to be 
“wait and see” or “not yet.” 

At the same time, sources close 
to the field believe that at least sev- 
eral machine tool companies have 
begun tool leasing programs within 
the past several months. A bulle- 
tin dated March 29 issued by the 
Council for Technological Advance- 
ment, organized by the Machinery 
& Allied Products Institute, lists the 
following machine tool companies 


after although he maintains the 
company went into tool lease be- 
cause “we feel it is a fundamental 
part of the business.” 

Kearney & Trecker’s lease pro- 
gram includes three plans . . a ma- 
jor plan and two alternate plans 
(IM, Feb.). 
plans, but each has a different set 
of rental conditions. Under the 
basic plan, a machine tool can be 
rented for three years at 25% of 
the purchase price for each year 
and at 10% of the purchase price 
for each of the remaining four years 
of the lease. Or the lessee can pur- 
chase the machine during any of 


All are seven-year 
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Magic .. A distributor said newspaper 
ads worked pure magic” pulling inquiries. 


“engaged in leasing at this time”: 
Chicago Rivet & Machine Co., DoAll 
Co., Hughes Tool Co., Kearney & 
Trecker, Rentco, Inc., and Warner 
& Swasey. Dependable Machine 
Co., Greensboro, N. C., claims a 20- 
month-old lease plan. 

But Mr. John of Kearney & 
Trecker maintains that his is the 
first company to develop a true leas- 
ing program and the others are just 
following the lead. 


Leasing Belongs? . . Be that as it 
may, the company seems to have 
found a new and sensationally suc- 
cessful sales method. 

The sales, Mr. John admits, are 
what Kearney & Trecker really is 


Extra Push . . Institutional ad in gen- 
eral magazine mentions tool lease. 


the last four years of the lease at 
a price ranging from 45% of pur- 
chase price, at the end of the third 
year, to 25% at the end of the sev- 
enth year. 

All of the plans include this auto- 
matic option to buy, which may or 
may not make trouble for tool lease. 
The unknown quantity is the fed- 
eral government’s tax attitude to- 
ward tool lease . . whether rent 
paid previously will be wholly de- 
ductible in the event a lessee exer- 
cises his option to buy. 

Mr. John maintains this is no 
problem at all. “We spent thou- 
sands of dollars to develop a true 
lease,” he said. “Rent is rent and 
has nothing to do with purchase.” 

At any rate, Kearney & Trecker 


has gone full speed ahead in pro- 
moting tool lease. 


Out to Sell . . “Everyone from the 
president down is out selling tool 
lease,’ Mr. John said. 

An advertising campaign is run- 
ning in 13 business publications and 
in Business Week, Newsweek and 
the Wall Street Journal. The busi- 
ness publications are American Ma- 
chinist, Automotive Industries, Ca- 
nadian Machinery & Manufacturing 
News, Iron Age, Machine & Tool 
Blue Book, Machinery, Metalwork- 
ing, Modern Machine Shop, Pro- 
duction Engineering & Manage- 
ment, Steel, Tool Engineer, Tooling 
& Production and Western Machin- 
ery & Steel World. 

Some of these ads are two-color 
spreads, others are one pagers in 
black and white. All say leasing 
gives these advantages: provides 
great tooling flexibility without 
large cash outlays, eliminates high 
obsolescence and gives users the 
chance to “try out” new machine 
tools without having to buy them. 
The ads double as mail pieces. 


Co-op Ads, Too . . The initial ads, 
announcing the tool lease program, 
also appeared in 62 newspapers 
throughout the country. These 
were cooperative ads, the costs of 
which were split with the company’s 
distributors. The distributors, of 
course, got big billing in the ads. 

Mr. John believes that this is the 
first time a machine tool builder 
has made extensive use of news- 
paper advertising. 

The machine tool program also 
has been getting a mention in the 
latest ads of the company’s institu- 
tional campaign that has been run- 
ning for more than a year in Busi- 
ness Week, Newsweek and the Wall 
Street Journal. 

All this, Mr. John said, led one 
distributor, who has been selling 
machine tools for more than 20 
years, to report: “This is the most 
effective inquiry producing and 
sales resulting promotion program 
I’ve ever seen in the machine tool 
industry.” 

There seems to be a sort of 
double-barreled philosophy behind 
Kearney & Trecker’s leasing pro- 
gram. One phase is building sales, 
the other is a semi-altruistic plan 
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to help up-and-coming companies 
through leasing. 

Mr. John said Kearney & Trecker 
wants to help sound but struggling 
young companies through tool lease 
(by making large cash outlays by 
these companies unnecessary), just 
as his company was aided by or- 
ders from large companies when it 


started. 


Future Orders? . . Tool lease is in- 
surance for future orders, too, “be- 
cause” Mr. John said, “we don’t 
know who the future big shots will 


be among these enterprising peo- 
ple.” 

Another aspect is that the tool 
lease promotion has given Kearney 
& Trecker a head start on com- 
petitors in learning of impending 
improvement programs among pro- 
spective customers, Mr. John said. 

All the lease ads push the neces- 
sity of replacing old tools. As a 
result, Mr. John said, tool lease in- 
quiries have uncovered some com- 
panies’ long term replacement pro- 
grams and doing it in advance of 
when salesmen ordinarily would 
learn of such programs. & 
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Push Parts .. Ac'cent campaign planted idea of pushing end product's ingredients 


in advertising, promotion. Ac'cent does it 


can makers 


of industrial component parts? 


Ac’cent gives a marketing 


lesson to industrial advertisers 


Food ingredient shows how component parts can be sales tool 


® AT FIRST GLANCE, any marketing 
parallel drawn between a food fla- 
voring ingredient and an industrial 
product, such as wire rope, might 
seem a little obscure. 

Nevertheless the parallel is there 

. and waiting to be exploited by 
the industrial admen. 

The parallel is there because the 
food flavoring and the wire rope 
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have at least one thing in common 
. the fact that each is used as a 
component part in a great number 
of end products . . the flavoring in 
all types of processed foods, the 
wire rope in such things as cranes, 
hoists and earthmoving equipment. 
And there the parallel ends . 
for the moment . . because the food 
flavoring maker has pushed his 


product as a worthwhile selling 
point for his customers. The wire 
rope maker, along with his brother 
manufacturers of the myriad types 
of industrial component parts, un- 
fortunately, has not. 

This is the story of how one food 
ingredient became a selling tool for 
its users. Perhaps it is a lesson for 
industrial marketers who have not 
taken advantage of the selling power 
of the component parts of their 
products and for the makers of 
those parts. 

The food ingredient is monosodi- 
um glutamate, better known as 
Ac’cent, the name under which it 
is marketed by the Amino Products 
division of International Minerals & 
Chemical Corp., Chicago. 

D. E. Swanson, advertising man- 
ager of Amino Products, says that 
“as food marketing becomes more 
complex and competitive, it becomes 
evident that high quality and ag- 
gressive merchandising are _ not 
enough to satisfy the pampered 
public . . something more is needed 
for a good product to keep ahead 
of the pack.” 

That “certain something” may be 
food ingredients, Mr. Swanson be- 
lieves. 

“There is nothing particularly 
new in the use of food ingredients,” 
he said, “except for their being con- 
sidered as selling tools.” (The same 
might be said of component parts 
in industrial equipment.) 


New Kind of Advertising . . 
Monosodium glutamate is a white 
crystal used as a basic seasoning to 
bring out and blend natural food 
flavors without adding a flavor of 
its own. The Ac’cent people thought 
this unique property could well be 
used in their customers’ advertising. 

Here are reasons they came to 
that way of thinking, according to 
Mr. Swanson: 

Although food technologists have 
long realized the value of food in- 
gredients in. improving foods, it 
seems they haven’t been able to 
transmit these advantages to sales 
and advertising groups. 

There are few secrets in food 
processing that are not shared by 
everyone in the industry, and fed- 
eral and state standards tend to 
equalize food products. The use of 
food ingredients, however, offers 
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processors the ideal method by 


which they can make their own - 


brands stand out alone. 

Food processors have learned that 
advertising can make people try a 
product, but a good blend of ingre- 
dients makes the product more ap- 
pealing and will keep them buying 
it. 

“Why not advertise those ingre- 
dients rather than advertising only 
the product itself?” Mr. Swanson 
asked. 

Ac’cent set out to get customers 
to adopt such advertising practices 
by: 

1. Stepping up advertising in food 
industry business publications to 
make processors more aware of the 
advantages of Ac’cent as a food in- 
gredient. 

2. Running a campaign aimed at 
sales management and advertising 
personnel . . so as to plant the seed 
of ingredient advertising. 

3. Making up a direct mail folder 
of these ads and other material to 
send customers and prospects to in- 
duce them to use Ac’cent and to 
use it in promoting their products. 


It Pays to Push Parts . . And 
there have been results. One was 
a million-dollar nationwide adver- 
tising program by a west coast tuna 
packer, reported Mr. Swanson. 

The tuna packer found through 
a series of taste tests that when he 
used Ac’cent in his product it was 
preferred two-to-one over other 
brands. 

The big advertising campaign re- 
sulted. It was built around the 
theme that two out of three house- 
wives preferred this brand of tuna 

because it tasted better. The 
packer now is the undisputed lead- 
er in most major markets. 

These results should speak for 
themselves. But if they don’t Mr. 
Swanson has one more bit of ad- 
vice: “More processors should take 
food ingredients out of the cate gory 
of dull technical classification ‘and 
recognize their true value as strong 
promotional tools.” 

And that goes for all the manu- 
facturers who have forgotten the 
component parts of their products 
in their advertising. It goes double 
for the makers of the component 
parts who have let the end product 
manufacturers forget. ca 


e Who can gather more practical ideas than he? 


e Who can observe customer results better? 


e Who gains most when salesman aids adman? 


The sales engineer is losing 


By Bernard Lester Consulting Management Engineer 


™ THE PROGRESSIVE sales engineer 
has come to realize the power and 
usefulness of business paper ad- 
vertising. 

It establishes the character of the 
featured equipment and its service. 
It shows uses for the equipment. 
It interprets product merit into use- 
ful dollar results. It tells what 
equipment will do, when suitably 
applied, to make man-hours shrink 
in number but grow in value. It 
molds opinion and helps _ focus 
choice. 

In all these ways advertising pre- 
pares the ground for the specific 
selling job, which, of course, the 
sales engineer must adapt to each 
of his customers. Publication ad- 
vertising also helps the sales engi- 
neer by covering more plant execu- 
tives than he could possibly see, and 
especially by reaching men who are 
difficult for him to contact, but 
who are important factors in com- 
pleting a sale. 


Develop the Ideas . . Few sales 
engineers can write good advertise- 
ments. But every sales engineer 
can furnish the ideas that make ad- 
vertisements good. In fact, dealing 
daily, as he does, with customers, 
visualizing applications of manufac- 
turing equipment, and solving pro- 
duction problems, who can gather 
more practical ideas than he? Who 
can see and record customer results 
more clearly? Who can observe cus- 
tomer needs better? 


Adapted from a book, "Selling to Indus- 
try,” by Mr. Lester, former Westinghouse 
sales executive. Published by The Indus- 
trial Press, 148 Lafayette St., New York. 
$3.50. 


A sales engineer’s weakness in 
developing the framework on which 
to build a good advertisement is 
often due to over-closeness to his 
job and a lack of consciousness of 
the promotional value in what he 
sees and experiences. Often, too, 
the advertising manager of his com- 
pany does not show him the value 
of advertising as a sales tool or 
press him for advertising ideas. 

The sales engineer should, there- 
fore, cultivate the habit of being 
conscious of the advertising possi- 
bilities and values of what he sees 
when calling on customers and go- 
ing through their plants. 


How to Use the Ads. . There are 
three ways in which the sales en- 
gineer can use current advertising 
in business papers. Ads can be 
used to: 


1. Keep informed and alive to the 
points of selling. This will keep 
the salesman informed on his own 
products as well as competitors’. 


2. Catch the attention of his cus- 
tomers . . and item of interest to 
show them. This may apply to a 
single advertisement or a_ series. 
Picking up a business publication 
on a customer’s desk or table and 
referring to such advertising carries 
weight and importance. 


3. Display at the right time and 
to hand to the prospect . . in reprint 
form. Such use of reprints can 
give color and conviction to the 
sales argument . . a strong and ap- 
pealing advertisement can often add 
the proof necessary to close an or- 
der. a 
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Simplicity, drama win ABP 
awards for 24 industrial ads 


How do your company’s ads compare with these? 


® SIMPLICITY and drama do it. 

They obviously are the common 
denominators among the best in- 
dustrial ads now being produced. 

They are tie characteristics 
shared by every award-winning ad 
in the annual industrial advertising 
contest of the Associated Business 
Publications. 

They were cited by the 19 judges 
as important factors in their selec- 
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tions; but the selections themselves 
bear this out strongly. 

The annual honors, totaling 24 
awards, were presented at a meet- 
ing of the Industrial Marketers of 
Cleveland Advertising Club. A first 
award and three awards of merit 
were presented in each of six classi- 
fications. 

All 24 of the winning ads, their 
objectives and their accomplish- 
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ments as evaluated by the judges, 
are shown on these pages. As a 
collection, they make up an impres- 
sive “handbook” of how-it’s-done. 

You, the industrial advertising 
man, can do yourself no harm by 
taking your company’s or your 
client’s advertising and comparing it 
with these award-winning ads. If 
your ads suffer by comparison, you 
have work to be done. 

The panel of judges, headed by 
Charles Farran, vice-president of 
Griswold-Eshleman Co., Cleveland, 
included advertising specialists, but 
they were outnumbered by judges 
who know advertising only as busi- 
ness paper readers, as_ industrial 
buyers. There were 12 such judges 

purchasing agents, engineers, 
factory superintendents. 

How qualified are such men to 
evaluate good advertising? One way 
to answer that question is to look 
at the winning ads. 


Continued 


n page 58 
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43* 
of all businesses shut 
down by fite are now as with TOCCO Induction Heating 


Whether you're interested in upping production or downing costs—or both 


oxtinet as dinosaurs. —it pays to investigate TOCCO Induction Heating if you heat-treat, anneal, 


braze, solder, forge or melt ferrous or non-ferrous metal parts. 


Reeords burned, orders destroyed, PRODUCTION UP—Whee Thompron Produce COSTS DOWN while prodacion jumped 


Led., St. Catharines, Ontario switched from coaven- 
tional methods to TOCCO Induction Hardening of $3.253~—a savings of more than 2c per pia or 


custpmers lost. Better protect- die ecomedre sri plan production rose from $26.76 per hour on the bardening operation 
1 . OTHER ADVANTAGES — Add Hl sult from elimination of hauling wrist 
your business with a KIDDE ep Ty ay atten met Se ge PLT pe 


duction line, next to related operations—takes oaly 4 the space of the pusher-type 


fully AUTOMATIC CO 2 Fire Pe i States TOCCO engineers are glad to survey your operations 


for similar cost-cutting results—ao obligation, of course. 


Extinguishing System. THE OHIO CRANKSHAFT COMPANY f 


according to 0 survey by the Sate Manviactwrert National Association 


Waker Kidde & Company, Inc. 
Meee © 





‘Strest, Belleville 9, HM. J. The werd “Reddo” and the Kidde wee! ore wademerts of 
Welter Kotte & Company, mc ond im aneciared compenien 
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Div. 2 . . Advertising of maintenance, service equipment. First Div. 3... Advertising of operating machinery, equipment. 
Award to: Walter Kidde & Co., Belleville, N. J.; Stuart Grant, ad Award to: Ohio Crankshaft Co., Cleveland; H. B. Osborn, Jr., 
manager. Agency: Cunningham & Walsh, New York. nical director. Agency: Carr Liggett Advertising. 

Objectives . . To increase sales, maintain profitable prices and Objectives . . To acquaint metal-working executives with 
build distributor enthusiasm in a falling market. How It Was saving advantages of Tocco, to obtain inquiries. How It 


Done . . Specific message told in brief copy. Done . . Deals with reader problems, gives solutions fast. 
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Awards of Merit. . Div. 1 . . Libbey-Owens-Ford Glass Co., Mfg. Co., Kent, O. Div. 2... Mission Mfg. Co., Houston; American 
Toledo; American-Olean Tile Co., Lansdale, Pa.; Hamilton-Kent Steel & Wire, Cleveland; Fort Howard Paper Co., Green Bay, Wis. 
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my Femi ne tape / . . or; am SLENAED OD ON eeORE® 

al wm, ermcnas @ riecrac BY y | @ Starrett = =: 
Div. 3. . General Electric Co., Schenectady, New York; L. S. Chicago, Ill. Ads were cited for commanding headlines, copy and 
Starrett Co., Athol, Mass.; and Fansteel Metallurgical Corp., North art that work together, an “impression of quality.” 


May 1954 /'s7 











The taper makes TIMKEN" the only 
journal bearing that delivers what you 
expect when you buy a roller bearing 


© pases Neame amit 


TAPER ANDO WIDE 
NREA CONTACT KEEP |: 
ROLLERS IN POSITIVES 

ALIGN MENT, / 


. MTLON PART * PART aAssemaur 


1 part of Du Pont nylon plastic 
eliminates 4-part switch assembly 


In the newest pull-chain hght sockets combination of properties. Where nylon other Du Pont plastics, write 
manufactured by the Monowatt Depart functions as the ratchet, it has the neces. E 1. du Pont de Nemours & Co 
ment of the General Electric Company sary toughness to resist chipping and Inc), Polychemicals Department 
one part moided of Du Pont nylon plastic cracking Where nylon functions as the Blom 324 Du Pont Bldg 
dows the job which previously required » insulator, it has the dielectric properties 
¢-part amembiy # ratchet. an insulator for = 250 watt-250 volt rating yet 
for the ratchet, « short length of chain mamtains ite strength under high oper 
and 2 hook to attach the chain to the in ating temperstures. And where nylon 
The nylon part reduces manu does the job of the hook and chain, it has 
facturing costs sumplifes assembly the flexibility and strength in thin sec 
and eluminetes the pommbility of shortung ons to take pulling and bending sum 
or shocking UL Usted, the part showed mer and winter ; - z = eo enn i 
no signs of wear after a 75,000-pull test Parts of Du Pont nylon can be eco- Polychemical Se ere ee - 
This is an excellent example of im 
proved demgn and better performance — molding 
made possible by Du Pont nylon’s umque costs. For full information on nylon and 


_ 


CePantmeny 





4 .. Advertising of primary mponent parts. First Award to: Tim- 
I V in el. fe. ston, Jr I cen Roller arin ; Canton, O. rT. Salvage ivertising 

-leveland. 

ty, valu nylon plasti ract a competitive threat fr 


How It Was Done. . Good us roll sarings. How It Was Done. . Simple 
jhtforward cop} k in py show | ict advantages convincinc 


treet her does teete: meh op: without tunews 
There's built inte 
LINK-BELT roller chain 


TIMKEN 
STEEL 





of Merit .. Div. 4. . Chemstrand Corp., Decatur 0., Canton, O. (Ad at the extreme 


yee 
ias wietdal 


Awards 


Cryovar Packaging ° 
eo is 
Corned beef Ps LF 7 
‘7 rainy . ue ee 

~~ ~~, self - service 4 
PAPER te tne nove of te ws Z Crpewac Packoging 
, J f = - TALE RS 
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Do You Need a Building Site with Good Water? 


Is your business one that needs pure, soft water? 

You see, we used to need water, too. Boiler water 
We were very fussy about the kind of water we gave 
our locomotives. Because of greater use of Diesels, we 
are retiring a number of wells, pumping plants, tanks 
and softening plants. Some of these installations are 
on large. level plots along our railway with access to 
good highways as well as rai! sidings 

For instance, we have two good locations near 
Columbus, O. One of them 16 miles north, near Dela- 


ware, O. has a plot of 45 acres with adjoining property 
that can be acquired; and another 30 miles south at 
Circleville, O. has 90 acres. Others are available in 
Indiana, Michigan, Virginia, West Virginia and Ontario. 
Tell us how much land you want and where you want 
it. We'll offer you a complete installation for much 
under its reproduction cost. For further details, write 
to Chesapeake and Ohio Railway, Cleveland 1, Ohio, 
Detroit, Michigan, Huntington, West Virginia. 








Chesapeake and Ohio Railway 


SERVING 
VIRGINIA © WEST VIRGINIA » KENTUCKY - OHIO 
INDIANA MICHIGAN SOUTHERN ONTARIO 


Div. 6 . . Advertising of public relations, services. First Award 
to: Chesapeake & Ohio Railway, Cleveland. C. R. Warren, gen- 
eral industrial commissioner. Agency: Robert Conahay, Inc. 


Objectives . . To increase merchandise freight service by per- 


suading new industries to locate on C&O lines. 


How It Was Done 


- - Unusual] illustrations, straightforward headline and good copy. 


Mr. Farran summed it up: 

“Most professional advertising 
people cringe a little when laymen 
begin to tell what’s good or bad 
about specific advertisements. Too 
often we have been exposed to in- 
direct comments of the boss’s wife, 
direct remarks on the vice-presi- 
dent’s preference for red in the 
company’s advertising and the re- 
ceptionist’s expositions on her fa- 
vorite disc jockey and how beauti- 
fully he handles commercials.” 

Would these judges be dazzled by 
four colors, trick layouts, allitera- 
tive headlines? Said Mr. Farran: 
“As the judges started their work, 
it became quickly apparent that 
these were pretty hard-boiled guys. 
They know what they want from 
advertising. They want informa- 
tion. And they want it in direct 
terms.” 

That told the story. 

Take any of the winners. For ex- 


ample ,take the Chesapeake & Ohio 
Railway ad on this page. It is aimed 
at top management, but it is so di- 
rect and simple that your ten-year- 
old son or daughter could read it 
once quickly and understand every 
word. 

Mr. Farran points out that the 
judges honored some campaigns 
that had been selected by a differ- 
ent panel of judges a year earlier. 
How does this happen? 

“My own conclusion,” said Mr. 
Farran, “is that there are certain 
universal appeals which apply in 
advertising as in everything else. 
In industrial advertising, these ap- 
peals apparently do not include 
glamor. Neither does the popular- 
ity of the company’s products nor 
the scope of the product use have 
much to do with it.” 

“It seems to me,” Mr. Farran 
went on, “that what our judges 
looked for in the ads were answers 


aM 


Div. 6 . . Warner & Swasey, Cleveland. 
to these questions: What are they 
advertising? Who is doing the ad- 
vertising? What will it do for me? 
How much usable information are 
they giving me?” 

“They found many campaigns that 
answered all of these questions 
well,” he said. 

The judges, who asked . . and 
found answers to . . these ques- 
tions, were: 

R. W. Berrett, American Steel & 
Wire; W. F. Bixby, B. F. Goodrich 
Chemical Co., W. A. Black, chief 
electrical engineer, Steel & Tubes 
Division, Republic Steel Corp.: 
James C. Clawson, vice-president, 
Meldrum & Fewsmith; Robert W. 
Dailey, vice-president, McCann- 
Erickson; Henry F. DeLong, man- 
ager, plant manufacturing depart- 
ment, Lamp Div., GE; C. A. Fike, 
manager of manufacturing, Lighting 
Div., Westinghouse; Walter Gros- 
venor, vice-president, Beaumont & 
Hohman; Glenn H. Hackett, staff 
director of purchasing, Thompson 
Products; M. E. Hackstedde, ac- 
count executive, Carr Liggett Ad- 
vertising; J. E. Hatfield, executive 
assistant in manufacturing, Willard 
Storage Battery Co.; Jackson Hazle- 
wood, manager, advertising re- 
search, Fuller & Smith & Ross; 
Horace D. Kerr, president, Bayless- 
Kerr Co.; Harry B. Markle, direc- 
tor of purchases, Harris-Seybold 
Co.; W. R. Smith, purchasing agent, 
Warner & Swasey Co.; C. R. Su- 
therland, assistant chief engineer, 
Reliance Electric & Engineering Co., 
W. H. Tyson, manager, steam engi- 
neering, Goodyear Tire & Rubber 
Co.; and John C. Weaver, research 
department, Sherwin-Williams Co. 

The awards they presented were 
for effective use of advertising in 
industrial, institutional and profes- 
sional publications during 1953. It 
was the 12th successive year for 
which the awards have been pre- 
sented by ABP. a” 


May 1954 /'59 





Rockwell strengthens its p. r. 


program with a ‘news’ booklet 


Gets supervisory and sales personnel into the act 


® ALL INDUSTRIAL companies seek 
good public relations. But few at- 
tack the problem by adopting the 
view of the person who has the 
immediate influence on 


. the working news- 


greatest 
public opinion . 
man. 

Rockwell Mfg. Co., Pittsburgh, is 
one company that is looking through 
the newsman’s eyes in preparing its 
publicity. 

Rockwell has set up the Rockwell 
News Bureau, and has announced 
that the only purpose of the bureau 
is “to tell the Rockwell story.” 


Is It News? . . Nothing unusual in 
that, but what is unusual is the 
statement that the “one factor” de- 
termining whether a story will be 
released by the news bureau is the 
question: “Is it news?” 

Rockwell has 21 plants making a 
diversity of products in 18 cities in 
11 states. The booklet announcing 
the establishment of the news bu- 
reau went to executive, supervisory 
and sales personnel in all of the 
plants. It asked each of these men 
to take an active part in the work 
of the news bureau. It gave a broad 
outline of company news policy. 


Not Just Nosey .. . The booklet 
says Eockwell has a responsibility 
to these groups: its customers, its 
sharehoiders, its employes, its raw 
material suppliers, the communities 
in which its plants are located, the 
general business community and the 
general public. 
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These groups have “a _ natural, 
healthy interest” in Rockwell, the 
booklet says. “They’re not just be- 
ing nosey.” 

To inform these groups, Rockwell 
says “we have attempted to be help- 
ful and cooperative in dealing with 
the press, and above all, we have at- 
tempted to be honest and truthful.” 

The Rockwell Bureau, 
which centralizes the dissemination 
of company news from a single 
authoritative source, is the “logical 
culmination” of this policy, the com- 


News 


pany says. 

The Rockwell booklet urges com- 
pany personnel to continue coop- 
eration with the press and “play 
square with men and women who 
want to do a straight-forward re- 
portorial job.” 


Even When It Hurts . . It urged 
use of this policy even when “at 
times, it may appear to work 
against us. . if, for example, a seri- 
ous accident occurs.” 

“In the long run,” the booklet 
said, “a frank disclosure will gain 
for us the respect and acceptance of 
news gathering and disseminating 
organizations.” 

“We must have and maintain that 
respect,” the booklet said. 

The booklet listed these news 
story possibilities and comments:, 

Unusual application of a Rock- 
well product . . “the mere fact that 
they’re using Rockwell products is 
not enough.” 


New products “be sure the 





THE 


Rockwell 


NEVVS 


BUREAU 
Z 


What it is 





= 
What it does 





DS 
How you can participate 
in its activity 


A statement for Executive, Super 
and Sales Personnel of 
Rackwell Manufacturing Company 





Hot News... Booklet 


ews: is sole 





icy. is 1 


product is new, not one that’s been 
around a long time with a different 
color paint job.” 

New production techniques . . “a 
good story for business magazines.” 

Speeches given by and awards 
received by Rockwell people . . “re- 
flect credit on you and on the com- 
pany, too.” 

Appointments and promotions . . 
“We can’t put out news stories on 
every personnel change, but all of 
the significant ones will certainly be 
covered.” 


One Yardstick . . The booklet em- 
phasized that the acceptance or re- 
jection by news media of Rockwell 
news would have no effect on the 
placement of coripany advertising. 

“It will not be the pelicy of the 
Rockwell News Bureau to expect 
preferential treatment from any 
publication because of Rockwell’s 
position as an advertiser,” the book- 
let said. 

And it reiterated: “there is only 
one yardstick . . is it news?” e 
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Here's a Way to Regain Business 














91% 


AVERAGE 





Week at a Glance 
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Railway Officers 
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Railway Age 
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a Sieunnnnenedenn Publication 


LOS ANGELES * DALLAS * PORTLAND, OREGON * SAN FRANCISCO * WASHINGTON, D. C. 





, ee - Fess fy Every month Railway Age 

> =i... : : ; queries a portion of its railway 

Lc more sgn : is subscribers by postcard to ob- 
i = =: a ' ge tain a measure of reader inter- 

| cts : fare . : est in articles and departments. _ 

How they voted on specific 

pages is shown in ovals. 


30 Church Street, New York 7, N. Y. * 79 W. Monroe St., Chicago 3, Ill. * Terminal Tower, Cleveland 13, Ohio 
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You will probably find your name in this survey that lists 








$8,501,999.58 SALES| 


3 
i 
? 
é 





SURVEY OF ORDERS PLACED 
BY INDUSTRY 
THROUGH 
CONOVER-MAST PURCHASING DIRECTORY 


Tells who placed the order, who got it, 
and for how much. Provides an extremely valuable study 
of industrial buying. The CONOVER-MAsT 
PURCHASING DIRECTORY representative in your area 
will gladly show it to you. 


through 


Conover-Mas 


Purchasing Directory 


If you sell to the industrial market, 
you are probably mentioned in CONOVER-MAST 
PuRCHASING DriREcTory’s ‘Survey of Orders 
Placed by Industry”—the most unusual study 
of this kind ever made. 

It shows who placed the order, who sold it, 
and, in most cases, the amount of the sale. The 
CoONOVER-MAsT PURCHASING DIRECTORY repre- 
sentative in your area will be glad to show you his 
personal copy and discuss it with you. 

The study lists 5,447 orders, 3,405 of which 
specify the amount of the sale. These total 
$8,501,999.58. Of course these orders constitute 
only a small fraction of those placed through 
CoNOVER-MAST PURCHASING DIRECTORY during 
the past 12 months. The estimated yearly total, 
based on this cross-section study, is: 


500,000 ORDERS PLACED THROUGH 
CONOVER-MAST PURCHASING DIRECTORY 
FOR A TOTAL OF $1,200,000,000.00 IN 
SALES! 
Obtaining data on orders placed is routine pro- 
cedure for CONOVER-MAST PURCHASING DIREC- 
TORY. Investigations of this sort are going on 
continuously in order to make certain that... 


C-MPD OWNERS ARE C-MPD USERS! 


Before a new edition is sent out, those who 
received the previous edition the year before are 
asked whether they used C-MPD in their buy- 
ing—and if so, to give a report on typical in- 
quiries and orders which they have sent out. 


They get the new edition only if they prove that 
they are using the old one. 





Here is a typical reply: 


Ref. _ 1416-457 


Conover-Mast 
PURCHASING DIRECTORY 


Dear Mr. Qa: 


Recently you reported to us that you had contacted certain companiss 
through the use af CONOVER-MAST PURCHASING DIRECTORY. 


We were wondering if you could let us know if the ifquiry sent te 
these companies resulted in an order 


Will you be good enough to check below and return this letter to as? 


Thank you very auch for your cooperation. A stamped return envelope 
oped. 


Sincerely, P 
Arthur H. Dix, Vice President 
In Charge of Research 
INQUIRY SENT 
LTED IW 
COMPANIES CONTACTED 
Ld 

Worse Chain Co. 
Cochrane Corp. 
Elgin Softener Corp. 
Link Belt Co. 
Cambridge Wire Cloth Co. 
Draceo Corp. 
Byster Co. 











CoNOVER-MAST PURCHASING DIRECTORY is a 
powerful business producer... AND FOR 
GOOD REASON. It reaches just about every 
worth-while plant in the country—keeps your 
name not only before the purchasing agents, but 
the plant and engineering people as well. 

Send for the instruction booklet, ‘“How to Use 
Directories for Best Results.’’ You'll find it prof- 
itable reading. No obligation. 


4 \ \ L \ 
Conover-Mast 
PURCHASING DIRECTORY 


205 EAST 42nd STREET, NEW YORK 17,N. Y. 


BRAWN H OF 6:EG E'S 
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Average expenditure of companies 
spending $175,000 or more, 1952-3 














Chart copyright 1954, Advertising Publications, Inc. 


What 202 leading companies spent 


GE, GM lead; Bendix Aviation comes from far back, places third 


# Industry’s expenditures for business publication ad- 
vertising rose again in 1953, Association Business Pub- 
lications’ third annual tabulation of leading business pa- 
per advertsers shows. 

The study shows 202 companies spend $175,000 or more 
on business publication advertising in 1953 for a total of 
$84,045,600 . . an average of $416,067 per company. 

In 1952, there were, only 169 companies in the $175,000 
or more class, a breakdown of ABP figures by IM shows. 
These companies spent a total of $65,343,400 on business 
paper advertising, for an average of $386,647 per com- 
pany. 

The ABP survey showed that for the third straight 
year General Electric Co. led all others in business pub- 
lication advertising. GE spent an even $3,000,000 in 
1953, 22.7% more than in 1952. 


GM Spends $2,225,700 . . General Motors Corp. re- 
mained in second place with expenditures of $2,225,700, 
a 10.4% increase over 1952. 

Bendix Aviation Corp. increased its 1953 spending a 
whopping 265.4% to shoot from 21st place in 1952 to third 
in 1953. Bendix spent $2,225,000. 

The $84,045,600 worth of space bought by the 202 com- 
panies in the $175,000 and over class during 1953 repre- 
sents about 24% of the $350,000,000 the ABP estimates 
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all advertisers spent in business publications last year. 

The ABP sent questionnaires to some 2,000 companies 
and received figures from 889. Estimates of the spending 
of an additional 410 business paper advertisers were in- 
cluded to bring the number of companies listed in the 
tabulation to 1,299. 


First . . A booklet listing the 1,299 advertisers and the 
amount they spent is available for $2 from ABP head- 
quarters, 205 E. 42nd St., New York 17, N. Y. The book- 
let includes for the first time breakdowns of spending by 
company division . . where companies with several divi- 
sions volunteered that information. 

The complete ABP tabulation of advertisers spending 
$175,000 or more in 1953 starts below. Asterisks indicate 
estimated figures. 





1953 


$3,000,000 

. 2,225,700° 
2,225,000 
1,902,800° 


1952 


$2,445,000° 
2,016,000° 

609,000° 
1,720,400° 
1,600,200° 1,449,500° 
1,451,300° 1,314,600 

Continued on page 65 


Company 


General Electric Co. 

General Motors Corp. 

Bendix Aviation Corp. 
Allis-Chalmers Mfg. Co. 

E. I. du Pont de Nemours & Co. . 
Aluminum Co. of America 

















To Coin An Industry 


Pine Tree Shillings signalled the birth of the system of finance 
we know today. Modern finance is the catalyst that transforms 
the inventories of production into profits from sales. 

Leading financial firms compete for the opportunity to help 
business develop better production methods, keep pace with 
consumer demand, expand into new areas and markets. That is 
why many of the nation’s financial firms make regular and 
aggressive use of advertising directed to the management 
executives who make industry’s fiscal policies and decisions. 

To reach a concentrated audience of management executives 
in business and industry, many financial firms advertise in 
Business Week. That is because Business Week reaches more 
management men at less cost than any other general business 
or news magazine. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS WEEK 


A McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N. Y. 


Coin courtesy Chase Money Museum 


Leading Financial Advertisers Reach Their 
Management Prospects Through Business Week 


American Express Co. 

Atlas Corp. (Dividend Notice) 

Bank of America National Trust 
& Savings Ass‘n 

Bank of Montreal 

Bankers Trust Co. 

Blyth & Co., Inc. 

Central National Bank of Cleveland 

Chase National Bank 
of New York City 

Chemical Bank & Trust Co 

Chrysler Corp. (Dividend Notice) 

City Bank Farmers Trust Co. 

Commercial Credit Co. 

Credit Union National Ass‘n 

Dayton Power & Light Co. 
(Annual Report) 

First 8oston Corp. 

Fuji Bank, The 

General Dynamics Corp. 
(Annual Report) 

Glore, Forgan & Co. 

Goldman, Sachs & Co. 

Goldsbury, J. W., Co. 

Grimm, W. T., & Co. 

Guaranty Trust Co. of New York 

Halsey, Stuart & Co., Inc. 

Heller, Walter E., & Co. 

Home Insurance Co., The 
(Financial Statement) 

Household Finance Corp. 

Kearney & Trecker Corp. 
(Dividend Notice) 


Lehman Brothers 
Lion Oil Co. (Financial Statement) 
Loew's, Inc. (Dividend Notice) 
Lowry’s Reports, Inc. 
Marine Midland Trust Co. 
of New York 
Massachusetts Investors Trust 
Merrill Lynch, Pierce, Fenner 
& Beane 
Metropolitan Life Insurance Co. 
(Annual Report) 
Mitsubishi Bank, Ltd., The 
Morgan Stanley & Co. 
Morrison Railway Supply Corp. 
National City Bank of New York , 
Peoples First National Bank \ 
& Trust Co. 
Reynolds & Co. \, 
Robbins, B. Ray, Co. 
Safeway Stores, Inc. 
(Financial Statement) 
Salomon Brothers & Hutzler 
Shields & Co. 
Sinclair Oil Corp. 
(Financial Statement) 
Smith, Barney & Co. 
Standard Oil Co. of New Jersey 
(Financial Statement) 
Standard & Poor’s Corp. 
Stone & Webster, Inc. 
Sunray Oil Corp. (Annual Report) 
Traveletter Corp. 
U. S. Savings & Loan League 


Source: Publishers Information Bureau 





” 291 NEW > 
ADVERTISERS 


in the current issue of MacRae’'s 


In making up your schedules for directory advertising consider the basic 
facts that influenced the 291 new advertisers and their agencies to use 


MacRae’s. 


| More than 18,500 key executives who make buying plans and control 
* 


buying plans read it. This selective readership at the buying decision 


level assures unduplicated quality circulation. 


A survey showed that these executives in 4 out of 5 plants prefer 
to use MacRae’s when they are ready to buy and want to know 


where fo buy. 


MacRae’s gives the essential facts industrial buyers want in one con- 
venient volume. It concentrates on industrial product data, excludes ig 4 & 


the non-industrial. As a result wanted facts are quickly found without 


extra book confusion. ( 
pict 


You also need MacRae’s, the industrial directory that 
has helped guide American industries for 62 years. 


._ ONE BOOK ae 
Reserve space in 
the 1955 issue now 


Mac RAE’S BOOK 


18 East Huron Street, Chicago 11, Illinois 








Company 
U. S. Steel Co. 


Union Carbide & Carbon Corp, __ 


U.S. Rubber Ca; 
Westinghouse Electric Corp. 
Republic Steel Corp, ae 
International Harvester Co. 
Eastman Kodak Co. 
Johns-Manville Corp. _ 


Allied Chemical & Dye Corp. 


Abbott Laboratories - 


Timken Roller Bearing Co. 


Minneapolis-Honeywell Regulator 
Co. we en 
American Cyanamid Co. 

B. F. Goodrich Co. ____ 
Merck & Co. : 
Owens-Illinois Glass Co. 
McGraw-Hill Publishing Co. 
Goodyear Tire & Rubber Co. 
Worthington Corp. 

Radio Corp. of America 
Bethlehem Steel Co. - 
Borg-Warner Corp. 

Pittsburgh Plate Glass Co. 
Crucible Steel Co. of America 
Eli Lilly Co. 

Inland Steel Co. __ 


American Chain & Cable Co. 


Link-Belt Co. 

Koppers Co. 

Chrysler Corp. - 

Texas Co. 

Armour & Co. _. ae: 
Celanese Corp. of America 
Norton Co. cee eae 

Chas. Pfizer & Co. __ 

Electric Auto-Lite Co. 

Dow Chemical Co. 

Monsanto Chemical Co. 
Blaw-Knox Co. 

Ingersoll-Rand Co. a ee 
Anaconda Copper Mining Co. 
Bucyrus-Erie Co. - ; 
Sinclair Refining Co. 
National Distillers Corp. 
Winthrop Stearns Inc. _.__. 
Libbey-Owens-Ford Glass Co. 
Pg ieee cscs 
Babcock & Wilcox Co. 
Thomas A. Edison Inc. 

R. G. LeTourneau Inc. 
Wagner Electric Corp. 
Warner & Swasey Co. 
Smith, Kline & French Labs. 
John A. Roebling’s Sons Co. _ 
Hercules Powder Co. _ 
Torrington Co, __. 

Fairbanks, Morse & Co. 


General American Transportation 


ns Ree 
International Nickel Co. 
Standard Brands Inc. __. 


American Telephone & Telegraph 


Co, - , es 
American Brake Shoe Co. 
Cleveland Cap Screw Co. 
Davison Chemical Co. 


1953 


1,287,400 
1,219,100° 


.... 1,150,000 
. 1,105,000 


1,057,800° 

1,051,800° 

1,000,000 
986,100° 
984,000° 
960,000 
955,600° 


906,800° 
898,900° 
835,100° 
776,000 
770,500* 
680,000 
665,900° 
649,400° 
643,200° 
633,300° 
630,000 
642,200 
600,000 
600,000 
595,600° 
592,700° 
590,000 
587,600° 
583,200° 
568,300° 
560,200 
559,500° 
556,000 
540,200° 
513,900° 
500,000 
492,300° 
483,000 
470,100° 
461,000 
456,300° 
451,500° 
432,600° 
420,600° 
416,700 
414,000 
400,000 
400,000 
400,000 
400,000 
400,000 
398,900° 
392,600° 
385,100° 
383,200° 
371,100° 


371,100° 
368,400 
360,700° 


360,000 
350,000 
350,000 
350,000 


1952 


1,029,800 
959,800° 
840,500 

1,343,000 
789,400* 
784,900° 
900,000 
735,900° 
734,300°* 
307,000 
713,100° 


676,700° 
670,800 
623,200° 
675,000 
575,000 


538,300* 


525,000 
520,000° 
512,000° 
300,000 
469,500 
500,000 
750,000 
481,500° 
479,600° 
519,000 
475,000 
471,500° 
459,400° 
760,000 
452,300 
329,100 
436,700° 
415,400° 
589,000 
398,300° 
436,200 
380,000° 
375,000 
368,900* 
365,000 
349,700° 
340,000 
325,000 
300,000 
100,000 
515,500° 
370,000 
375,000 
375,000 
317,400° 
311,300° 
209,800° 
300,000 


300,000 
325,600 
291,600° 


430,500 
275,000 


300,000 


Rank 


71. 
72. 
73. 
74. 
75. 
76. 
77. 
78. 
79. 
80. 
81. 
82. 
83. 
84. 
85. 
86. 
87. 
88. 
89. 


Company 


Sharon Steel Corp. 
Rockwell Mig. Co. 

Revere Copper & Brass Inc. 
Warner-Chilcott Lab. 
Colorado Fuel & Iron Corp. 
Gulf Oil Corp. 


Halliburton Oil Well Cementing Co. 


Sylvania Electric Products Co. 
Reynolds Metals Co. 
Scovill Mfg. Co. 


Food Machinery & Chemical Corp. 


Rohm & Haas Co. 
Cities Service Co. 


Ciba Pharmaceutical Products Inc. 


Armstrong Cork Co. 

Crane Co. 

Crown Cork & Seal Co. 
Mallinckrodt Chemical Works 
National Lead Co. 


1953 


348,500° 
348,000 
347,000 
346,400° 
344,500° 
342,600° 
336,000 
330,800° 
330,000 
330,000 
329,000* 
328,100 
327,800° 
325,000 
323,000 
317,900° 
315,500 
315,400° 
314,200 


How the ‘Big Ten’ of business paper 


1952 


281,700 
586,000 
291,500 
280,000 
278,500° 
277,000° 


267,400° 
325,000° 
301,300 
266,000 
283,000 
265,000 
335,000 
300,000 
257,000 
220,000 


230,500 


advertisers’ total budgets compare, 1952-3 


$17,166,500 


$14,017,800 


Chart copyright 1954, Advertising Publications, Inc. 


Raybestos-Manhattan Inc. 
Robertshaw-Fulton Controls Co. 
A. O. Smith Corp. 

Yale & Towne Mfg. Co. 
Jones & Laughlin Steel Corp. 
Allen-Bradley Co. 
Baldwin-Lima-Hamilton Corp. 
Norfolk & Western Railway 
Pioneer Engineering Works 
Stromberg-Carlson Co. 

Otis Elevator Co. 

National Steel Corp. 

Cvrtis Publishing Co. 

Procter & Gamble Co. 


Ramsey Corp., division, Thompson 


Products Co. - 
Stewart-Warner Corp. 
Carborundum Co. 
Continental Can Co. 
National Supply Co. 
Standard Oil Co. of Indiana 
Electric Storage Battery Co. 
Ludman Corp. - 

H. K. Porter Co. 


310,900 
309,300* 
309,100 
305,000 
302,000 
300,000 
300,000 
300,000 
300,000 
300,000 
296,000 
286,700° 
285,400 
284,200° 


281,300° 
280,809* 
279,000 
277,900* 
277.700 
277,500 
275,000 
275,000 
275,000 


275,400 
250,000 
229,000 
261,300° 
167,000 
149,300 
210,600 
120,000 
55,000 
100,000 
200,000 
249,700° 
405,600° 
247,600 


245,000 
244,600° 
400,000 
242,100* 
194,000 
295,000° 
240,000 
250,000 
215,000 


Continued on page 68 
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WHERE CEMENT INDUSTRY BUYERS 


GO FOR AUTHORITATIVE 


INFORMATION 


CEMENT MEN value the August Cement Issue 
for its complete treatment and interpretation of 
significant developments in all aspects of the 
industry. 

ADVERTISERS use the August Cement Issue to 
assure their representation in the “Market-place” 


THE INDUSTRY'S RECOGNIZED AUTHORITY 


where all sales-minded suppliers show their 
goods and services. 

BE SURE YOUR PRODUCTSare on display in 
this issue which each year climaxes the technical 
service regularly offered Cement Industry read- 
ers by the graduate engineer-editors of ROCK 
PRODUCTS. 


MINERALS INDUSTRY 


ROCK SERVING THE PRIMARY NOW-METALLK: 


PRODUCTS 


LARGEST PRODUCER CIRCULATION IN THE HISTORY OF THE FIELD 
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Ready Mixed Concrete, Concrete Products = 
and all other non-metallic materials == 


Renewal Rate . . . 83.65%—Highest In the Pleld = 


ia Paes eteerne ot ae * 





Jor the hooming-and buying 
—CEMENT INDUSTRY! 


BIG TODAY...AND THE BACKLOG OF BUSINESS FOR TOMORROW! 


Backbone of the construction industry and currently 
with unprecedented demand for cement, the Cement 
Industry offers a high volume market for everything 
from kilns to conveyors, bags to ball mills, dynamite to 
dump trucks. 

Better still, the Cement Industry looks ahead to even 
better business from new construction of highways, 
housing developments and public works projects that 
must come! Here’s a backlog of business that multiplies 
your company’s stake in this industry—and intensifies 
the reasons for advertising in The ROCK PRODUCTS 
Cement Issue! 


















































Rae tt 
ENT PRODUCTION 


—Uj Every Yeor Since 1946! 


Estimated production for 1954 is in excess of 251,000,- 
000 barrels. Here’s an industry that’s “barreling along” 
to new producing and buying records! 


PROTECT YOUR STAKE IN THIS GREAT MARKET! 


WRITE — wikeon 


SPACE RESER 


K PRODUCTS 309 WEST JACKSON BLVD.» CHICAGO 6, ILLINOIS 


NEWYORK CLEVELAND CHICAGO _ + SAN FRANCISCO LOS ANGELES 


atte, 
A Maclean-Hunter Publication App 
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Rank Company 1953 1952 Company 1953 1952 


113. A. H. Robins Co. 275,000 215,000 . Esso Standard Oil Co. 210,100° 183,000° 
114. Eaton Mfg. Co. 268,000 283,000 - Mead Corp. : 210,000 184,000 
115. Underwood Corp. 258,300° 225,000 - National Electric Products Corp. 210,000 126,600 
116. Barber-Colman Co. 256,500° 223,400° . Raytheon Mfg. Co. 210,000° 182,900 
117. Cessna Aircraft Co. 252,600° 220,000 . Chase Brass & Copper Co. 208,000 160,000 
118. Chain Belt Co. 250,300° 218,000 . Corning Glass Works 208,000 153,000 
119. Automatic Electric Co. 250,000 140,000 . Hastings Mfg. Co. 207,800° 181,000 
120. Grinnell Co. 250,000 215,000 . Wallace & Tiernan Co. 206,000* 179,400° 
121. I-T-E Circuit Breaker Co. 250,000 320,000 . Bituminous Coal Institute 202,000 
122. Kaiser Aluminum & Chemical Corp. 250,000 107,000 . Socony-Vacuum Oil Co. 201,400° 175,400° 
123. Standard Oil Co. of California 249,200° 147,000 . American Can Co. 200,900° 175,000 
124. Air Reduction Sales Co. 245,700° 214,000 . Jenkins Bros. 200,900* 175,000 
125. Nash-Kelvinator Corp. 241,100° 210,000 . Bullard Co. 200,000 72,000 
126. Remington Rand Inc. 240,000 509,200 . Fairchild Engine & Airplane Corp. 200,000 
Servel Inc. 240,000 96,600 . Kawneer Corp. 200,000 48,920 
Hyster Co. 239,600 163,300 - McCulloch Motors Corp. 200,000 
Timken-Detroit Axle Co. 237,300° 206,700° . Seagram Distillers Corp. 200,000 
American Hardware Corp. 235,000 142,400 . U. S. Plywood Corp. 200,000 125,000 
Waldes Kohinoor Inc. 200,000 225,000 
Wellington Sears Co. 200,000 57,600° 
Southern R. R. System 199,700 215,200 
How big-budget and medium-small-budget firms . Pittsburgh Corning Corp. 198,600° 173,000 
divide total business paper expenditure in 1953 - Railway Express Agency 198,000 90,700 
Excello Corp. 197,600° 172,800° 
Frank G. Hough Co. 197,500° 172,000 
Buffalo Forge Co. 195,200° 170,000 
Youngstown Sheet & Tube Co. 193,800° 168,800° 
Corn Products Refining Co. 190,300° 165,800° 
Elliott Co. 190,000 140,000 
Fruehauf Trailer Co. 190,000 169,800° 
Jeffrey Mfg. Co. 190,000 120,000 
Dayton Rubber Co. 188,300* 164,000 
Sperry Corp. 187,400° 163,200° 
Taylor Instrument Companies 184,800° 161,000 
Rust-Oleum Corp. 183,700° 160,000 
Veeder-Root Inc. 182,800° 159,200° 
Trane Co. 182,600 123,000 
Gates Rubber Co. 179,900° 156,700 
Gardner-Denver Co. 178,000 157,000 
- Heil Co. 178,000 82,600 
Chart copyright 1954, Advertising Publications, Inc. . Boston Woven Hose & Rubber Co. 177,900° 155,000 
Lockheed Aircraft Corp. 177,900° 155,000 
American Radiator & Standard 
Pennsylvania Salt Mfg. Co. 234,300 250,000 Sanitary Corp. 177,000° 155,000 
Combustion Engineering - Baker-Raulang Co. 175,000 103,700 
Superheater Co. 230,000 170,700 . Brown & Sharpe Mfg. Co. 175,000 155,000 
Koehring Co. 230,000 204,300 . Cincinnati Milling Machine Co. 175,000 135,000 
Sundstrand Machine Tool Co. 229,600° 200,000 . Union Oil Co. 175,000 55,600° 
Towmotor Corp. 229,600° 200,000 . Victor Chemical Works 175,000 101,000 
Cummins Engine Co. 229,100* 199,600° 
American Steel Foundries 225,000 200,000 
American Viscose Corp. 225,000 210,000 T PUBLIC TELEPHONE 
Le Roi Co. 225,000 165,000 | Ta 
Stanley Works 225,000 290,600° 
Standard Pressed Steel Co. 222,300 216,300 
Kimberly-Clark Corp. 222,100 200,000 
Ford Motor Co. 221,700° 193,100 
Ohio Brass Co. 221,100° 192,600° 
145. Detroit Steel Products Co. 219,800° 191,500° 
146. Oakite Products Inc. 214,900° 250,200° 
147. Pullman Co. 214,700° 187,000° 
148. Bausch & Lomb Optical Co. 212,000 167,300 
149. Girdler Corp. 212,000 200,000 
150. Dresser Industries Inc. 211,800° 184,500° 
151. American Optical Co. 211,200° 184,000* 
152. McGraw Electric Co. 210,700* 183,500* “Peerless Industrial Ad Agency? I see you 
153. Chicago Tribune 210,100° 183,000 want a man who knows the direct mail business.” 
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One of a continuing series entitled —- The Reader is The Most Important Man to Both of Us." 


STARCH — For The Oil and Gas Journal 


We have been talking about the joint responsibil- 
ity which our advertisers share with our editors in 
building readership in The Oil and Gas Journal. 
We would be amiss if we, in turn, did not provide 
every possible assistance to help our advertisers 
improve the copy which they run in our publica- 
tion. 


Quite logically, therefore, arrangements have been 
made to begin Starch continuing readership studies 
on certain advertising appearing in The Oil and 
Gas Journal. The issue of July Sth will be the 
first studied. You may communicate direct with 
Daniel Starch and Staff, Mamaroneck, New York, 


or to us, if you wish to be included in this program. 
We are pleased that The Oil and Gas Journal has 
been selected as the only publication in the petro- 
leum field to provide this service. We regard it 
as an obligation of leadership which we are glad 
to assume. 

We will continue to work in every way possible 
on the improvement of our editorial pages; and 
as our advertisers continue their effort to improve 
the copy which they run in our publication we will 
all benefit — because remember — “The Reader 
is The Most Important Man to Both of Us.” 


PETROLEUM PUBLISHING COMPANY, Inc. 


211 SOUTH CHEYENNE, TULSA, OKLA. 


ALSO PUBLISHERS OF Wa 


o!N SPANISH AND ENGLISH FOR THE LATIN AMERICAN OIL INDUSTRY 
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There’s only one y 


This serial number, tattooed inside a thoroughbred race horse’s 
mouth, means no “ringer” will ever race in his stead. For there’s 
only one of a kind. 

And this is straight from the horse’s mouth too! When you 
advertise materials, parts or finishes in Materials & Methods you 
don’t waste circulation on ‘‘ringers’—men who do not select and 
specify engineering materials. 

Materials & Methods is the one magazine whose editorial pages 
are concerned exclusively with the kinds, forms and sources of 
engineering materials to be used in product manufacture. M&M’s 
exclusive editorial coverage attracts as paid subscribers only those 
who make materials decisions—25,000 engineers, designers and 
other technical men. 

If your advertising offers information and assistance in solving 
materials problems, M&M should be first on your schedule! 


Materials « Methods 


A REINHOLD PUBLICATION © 330 WEST 42ND STREET © NEW YORK 36, NEW YORK 
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Sales method builds two markets... 





% of bakery flour 
shipped in paper bags 


75% 





% of feeds 
shipped in paper bags 























1954 


Sell ‘all the way through .. 


St. Regis tries it, succeeds 


Boosts sales of multiwall paper bags, other products 


By Frederick Borden 


™ THE THIRD LARGEST company in 
America’s fifth largest industry got 
that way by following a policy of 
“selling all the way through.” 

St. Regis Paper Co., New York, 
which chalked up net sales of over 
$200,000,000 in 1953, defines that 
phrase as starting “in sales training 
in plant, office and field, culminat- 
ing in direct sales work. It involves 
sales promotion to our customer and 
frequently to our customers’ cus- 
tomers; it includes selective pirn- 
pointed advertising; it means im- 
portant use of publicity . . all of 
these carefully coordinated.” 

In each of its four major divisions 
of operation . . multiwall bags, kraft 
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paper and board, printing and pub- 
lication papers, and Panelyte . . the 
company’s deliberate policy, under 
the guidance of Kenneth D. Lozier, 
vice-president in charge of sales 
promotion and advertising, is based 
on his conviction that “there may 
be more glamor, more color than 
meets the eye, in this job of indus- 
trial selling.” 

Typical of the company’s opera- 
tion in the industrial selling field is 
the story of the dramatic develop- 
ment of the multiwall packaging 
division in the bakery flour and the 
manufactured feed industries. Ten 
years ago, less than 10% of bakery 
flour was shipped in multiwall pa- 


per bags . . today the figure is 759; 
in 1949, less than 3° of the coun- 
try’s feed tonnage was shipped in 
paper . . today that figure is better 
than 25°. 

These tremendous gains have 
been scored through St. Regis’ pol- 
icy of “selling all the way through.” 

Since the late 1920's, the com- 
pany has been the world’s largest 
producer of heavy duty multiwall 
paper bags, which originally served 
only the construction industry, for 
the transportation of cement, lime 
and plaster. But St. Regis took a 
long look at the 160,000,000-bag- 
per-year flour operation, and short- 
ly after the close of World War II 


took definite steps to move in. 


FLOUR STAYS CLEAN WHER 
11'S PACKED IN MULTIWALL PAPER BAGS! 


SALES CORPORAT! 
220 PARK AVIA « NEw YORK 


YOU SUT PROTECTION WHEN YOU BUY MMi TTWALS 


Complex . . St. Regis had to sell buyer 
and buyer's buyer. This ad sold the former. 


During the emergency period of 
1941-46, sanitation standards had 
been allowed to slip. To counteract 
this, the company’s machine shop 
came up with an automatic packer, 
which could be operated by one 
man, pre-weighed 100 lbs. of bakery 
flour, propelled it into a multiwall 
paper bag, and automatically de- 
livered a finished, closed container. 


Buyer‘’s Buyer Had to Buy. . 
St. Regis went to the milling center 
of Minneapolis with its story. Lead- 
ing millers were convinced, but 
frankly said that they could not 
adopt the new packaging unless 
their own customers, the bakers, 











were sold on it. So, St. Regis went 
to work on the bakers; in Mr. 
Lozier’s own words, this is what 
the company did: 

“In 1946 and 1947 we recruited 
a group of fine young men. They 
became a field promotion force. 
They called on the big bakeries 
throughout the country. Whenever 
possible they carried a supply of 
100-lb. multiwall paper bags, often 
actually filled with flour. 

Their job was to engage the in- 
terests of the management of the 
big bakers of the country in the 
advantages of clean, new multiwall 
paper bags as protection against 
contamination and as a one-time 
container thus avoiding the prob- 





more profit for millers cleaner flour for bakers 


ST. REGIS 


YOU Ril? PROTECTION ween YOU pu/y Henn Treas 





in multiwall paper bags shortly. 


Competitors, Too . . “We may be 
fairly big,’ says Mr. Lozier, “but 
we have no monopoly in this multi- 
wall bag industry. If the baker 
said he would take some of his next 
supply in paper, it meant just that 

. not necessarily St. Regis paper. 
Our competitors shared in the bene- 
fits gained by opening this new 
market. 

“We accepted the obligation and 
the responsibility of leadership and 
sold with the knowledge that our 
industry would benefit and con- 
fidence that our own sales organiza- 
tion would be sufficiently strong to 
hold its proper percentage of the 


St Regis: 
PANELYTE 


te | Mearcers. 








Clean Sweep... This business paper 
ad sold both groups: baker and miller. 


lems inherent in returning and re- 
using fabric bags. They had no or- 
der to get . . the baker was not buy- 
ing bags, he was buying flour. All 
these men could hope to do was 
have the baker say, “All right, the 
next time I’m ordering flour from 
General Mills or Pillsbury I'll ask 
for a car or half a car to be packed 
in these bags of yours.’”’ 

In the course of each such inter- 
view, the St. Regis field man would 
ask the baker for the names of mills 
from whom he purchased flour. A 
letter would then go to each of those 
mills informing them that certain 
bakers were interested and had 
promised to order some flour packed 


New . . Latest use of “selling all the 
way” is for Panelyte sink tops, etc. 


business thus gained. 

“This job of selling all the way 
through . . and it meant dealing 
with the customers’ customer in 
person, reporting daily to our cus- 
tomer and prospect, advertising in 
milling and bakers’ papers, keeping 
a stream of publicity flowing, talk- 
ing before milling and _ baking 
groups, emphasizing everywhere 
the advantages of sanitation for 
food products . . really worked.” 

The business publications used 
included American Miller & Proc- 
essor, Modern Miller, Northwestern 
Miller and Southwestern Miller. 

St. Regis issued novelty folders 
and pamphlets, worked closely with 


the American Institute of Baking to 
publicize tests indicating that multi- 
wall bags kept out insects and pests, 
and even had field representatives 
ride millers’ trucks to show truck- 
men how best to handle the new 
bags. Today, bakery flour is pack- 
aged almost entirely in multiwall 
bags, practically the only exceptions 
being some smaller bakers who pur- 
chase only a few bags at a time 
from a wholesale supply house. 


Display Merchandising . . In the 
feed industry, what used to be “just 
a bag” has now become “quite a 
package.” St. Regis’ new paper 
product proved a natural for ex- 
ploiting a trend toward display 
merchandising of feed items. Tak- 
ing advantage of this development, 
talking up a price spread in favor 
of paper, and evolving a drastic de- 
parture from the traditional 100-lb. 
feed bag, St. Regis went out to con- 
vince the feed industry with its 
same policy of “selling all the way 
through.” 

Working with the sales, mer- 
chandising and advertising staffs of 
the larger manufacturers, St. Regis 
sold them on the merchandising ad- 
vantages of its newly developed 50- 
lb., easy-to-handle container. They 
jointly developed advertising, fold- 
ers, radio scripts and sales ap- 
proaches. “Thus,’ Mr. Lozier re- 
counts, “we sold the sales manage- 
ment of our direct customer, and 
working with and through this sales 
management, we helped to sell the 
feed dealer and the farmer.” 

A force of “field engineers” was 
set up and trained. They went into 
the plants, and showed manufac- 
turers how the new lighter pack- 
age could be filled and weighed as 
quickly as the older ones. 

When St. Regis observed that a 
dimunition had begun in the tradi- 
tional “afternoon fatigue” on load- 
ing and unloading platforms, and 
that people handled the 50-Ib. bags 
better, faster and happier than the 
heavier pacl.ages, “we grabbec that 
one, and sold it hard.” 


A New Push . . Newest product td 
begin to move up in the sales pic- 
ture is Panelyte, a high pressure 
laminated and injection molded 
plastic product. It is used on inner 
doors of refrigerators, for sink tops, 

Continued on page 76 
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IT PAYS TO ASK 


“TS IT PAID? ”’ 























BECAUSE The Business Publications that 
readers buy must give them what they want. 


AND When you give the reader what he wants 
...and is willing to pay for... he has a greater in- 
terest in the editorial and advertising contents. 


ILL PUBLISHING COMPANY, INC. 


330 WEST 42nd STREET, NEW YORK 36, N. Y. 


UARTERS FOR BUSINESS INFORMATION 
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St. Regis sells ‘all the way through’. . begins 


shower stalls, and table tops. Made 
from pine trees grown in the south, 
which are converted into pulp and 
then into a special grade of kraft 
paper, Panelyte is finally fabricated 
at a new plant in Kalamazoo, Mich. 

After three years of production 
line experimentation, St. Regis felt 
ready to move out into the sales 
field last February. A national sales 
meeting was held in New York, 
where all members of the division’s 
national sales organization and key 
executives of the company’s other 
divisions were told about plant and 
product development, and shown a 
promotional program that included 
consumer and business paper ad- 
vertising, literature, radio and tv 
scripts, cooperative newspaper ad- 
vertising, sales tools and publicity. 

On the morning of Feb. 4, in two 
special cars and diner attached to 
the New York Central’s Wolverine, 
the whole meeting started off for 
Kalamazoo, where plant tours and 
product handling demonstrations 
became the order of the day. 

Less than a week later four teams 
started on a series of one-night 
stands in all sections of the country, 
where the division’s 53 distributors 
were exposed to reproductions of 
the original New York sales meet- 
ing, with charts and color slides. 


Buyer's Buyer, Again .. The 
promotional program supporting the 
introduction of the new decorative 
product includes national consumer 
advertising in American Home and 
Better Homes & Gardens, which 
will offer an idea book on how to 
make “.. my home beautiful and 
my housekeeping easier,” while ad- 
vertising in Popular Science will be 
aimed at the increasing do-it-your- 
self market. Both types of ads are 
calculated to familiarize the ulti- 
mate consumer .. “the customers’ 
customer” .. with the name Pan- 
elyte and to sell him on its ad- 
vantages. 

Meanwhile, St. Regis’ direct cus- 
tomers . . the makers of table tops, 
refrigerators and other products 
using laminated plastic materials . . 


Supply News Directory, Flooring, 
House & Home, Modern Hospital, 
Nation's Schools, Sweet’s Architec- 
tural File and Sweet's Light Con- 
struction File. This advertising, 
like its counterparts placed by all 
divisions of the company, is pre- 
pared by J. M. Hickerson Inc., New 
York. 

Cooperative newspaper advertis- 
ing through a mat service is being 
made available to dealers and dis- 
tributors, and publicity is constantly 
sent out to business publications in 
the various related fields. 

Somewhat less dramatic, but 
equally effective are St. Regis 
“selling all the way through” cam- 
paigns in printing papers and Kraft 
divisions. 

The company owns or operates 
over 2,000,000 acres of its own tim- 
berland throughout the country, 
which enables it to have continuous 
access to the raw materials needed 
to turn out the 1,000 tons of white 
paper produced daily by the print- 
ing papers division. 


Not to Get Orders, But. . In this 
field, St. Regis, as Mr. Lozier puts it, 
“labored to make ourselves recog- 
nized as an informed, established 
manufacturer of printing papers, 
using the graphic arts to sell the 


graphic arts.” The division’s pub- 
lication and printed literature ad- 
vertising used Audubon Society il- 
lustrations of birds, and talked of 
highlights and shadows, of fine lines 
and halftone dots. Again a staff of 
young men was organized to do the 
“hard, seemingly thankless task . . 
not of getting orders, but of selling 
the idea of St. Regis as a major sup- 
plier” of printing papers. 

Today, the company feels that its 
objective has been accomplished, 
and that the franchise for its print- 
ing papers is recognized by the in- 
dustry’s merchants as a valuable 
asset. 

A growth of more than 50% in 
the last seven years has character- 
ized the activities of the company’s 
Kraft Division, which has _ also 
profited through application of the 
basic sales promotion policy. Finely 
designed and printed books, selling 
the potentials of the division’s plants 
in Jacksonville, Tacoma and Pensa- 
cola have helped the industry to 
rely upon the permanence and ade- 
quacy of these mills as a source of 
supply. 

There is not only “more glamor, 
more color than meets the eye, in 
this job of industrial selling” 
there are new markets and expand- 
ing volume when an advertiser em- 
ploys the technique of “selling all 
the way through.” 8 


1 product samples 


yan cr nse aMERn ta 


Packaged Promotion . . An incenious little | 


will be bombarded with advertising is part of a direct mail campaign pushing cold-forg made by Camcar 
in American Lumberman, American 


Lumberman Directory, Building 


caer Vv) te = “—" } 
Screw & Mfg. Co. Box has trans display the product, 


, Rockford, IIl. 


drawer slips out for closer examination. Box is followed up by a sales letter. 
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Q USE THIS POWERFUL PACKAGE... +" 


Largest Oil Industry Coverage 3 0.8 b 





NOW your advertising can get maximum WORLD OIL — PETROLEUM REFINER 
4 


coverage (36,863 paid) of both specialized fi, = CIRCULATION BREAKDOWN 
oil industry markets . . . drilling-producing- : R Bas . 
pipe line and_ refining- petrochemical - natural (Combined Paid Circulation) 


gasoline . . . at the lowest available cost-per- Producing (includes Drilling) 
thousand, with Gulf Publishing Company’s Refining (includes Petrochemical and Natural Gasoline)... . 
DUAL MARKET Advertising Plan. Pipe Line 

The WortDd OIL-PETROLEUM REFINER Equipment Manufacturers and Supply Dealers 
combined rate plan, for dual market adver- Raia intense ead i ttirariae 
tisers, provides in one package the economy Educational 
of horizontal coverage plus the increased Governmental Agencies 
effectiveness of vertical coverage. Your own Finuacicl end) Micdanaeus 
specialized- market advertising can appear in TOTAL ABC Paid Circulation 
the two leading specialized monthly publica- 
tions covering this multiple market, at adver- 
tising space rates based on the combined Contact your Gulf representative today for full details, 
circulation of both books. Or, if suitable, same or check our listings in Standard Rate and 
ad can be used in both publications. Data’s Business Publication Section. 





FIRST Choice of Otlmen.... 


GULF | PUBLISHING COMPANY 
Apecialized PEROLUM Sublications 


OFFICES: @ Houston (6), 3301 Buf- Euclid Avenue, Main 1-2550 ® Tulsa (3), 
falo Drive, LY-4301 © New York (17), Hunt Building, 3-1844 @ Los Angeles, 
250 Park Avenue, El Dorado 5-4012 © W. W. Wilson Building, Huntington 
Chicago (4), 332 S. Michigan Avenue, Park, Jefferson 1219. 

Wabash 2-9330 © Cleveland (15), 1010 
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to answer this oft-asked question 


ve 





which gives 
greater value? 
...how much? 


... these, and many other questions are answered in the handbook, 
“How To Buy Better CIRCULATION VALUES” 





“MIDS TO ADVERTISERS” 
Putman Publishing Company, 111 East Delaware Place, Chicago 11, Illinois 
Without charge, please send me the “AIDS” checked below: 
(CO “HOW TO BUY BETTER CIRCULATION VALUES” CONVENIENCE 
(CD “How To Buy Better Editorial Values” 
2 “After Ali, What IS an Inquiry?” | E 
US 
1 
THIS \ 


Fereltl re), 


FOR YOUR 
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...ask for this heloful handbook 


...no charge to industrial advertising buyers 





Specifically prepared for industrial ad- 
vertising buyers, this handbook answers 
such questions as — 





a. What is the real difference between 
“paid” and “non-paid” circulation? 


b. What can the buyer learn by study- 
ing a magazine’s ABC or BPA 
(CCA) Audit? 


c. What can you tell about the quan- 
tity and quality of a magazine’s 
readership by looking over its:audit? 


23 such questions are asked .. . each is 
answered in terse style, with straight- 
forward facts! 

These questions and factual answers 
are often avoided as ‘“‘too controversial.” 
Here they are considered candidly and 
freely, that the advertiser may have full 
information to buy intelligently. 

This handbook is made available to all 
industrial advertising buyers . . . without 
charge ... as a contribution to better in- 
dustrial advertising. For convenience, a 
coupon is provided. See left-hand page. 














THESE TWO “AIDS” ALSO AVAILABLE 
1. “How To Buy Better EDITORIAL VALUES” af 2. “Atter All, What IS an Inquiry?” 


This 80-page handbook asks 37 penetrating ques- 
tions, as a seasoned advertising buyer would ask 


This 64-page handbook is a study of inquiries and 
‘what they mean to an advertiser . . . with specific, 
practical suggestions for the care and handling of 


them ... and answers them with factual informa- 


tion that “digs beneath the surface.” such response. 


Request either, or both, of these handbooks. No charge to 
inelvstrial advertising buyers. See coupon on left-hand page. 
PUTMAN PUBLISHING CO. 
111 East Delaware Place, Chicago 11, Illinois 
Publishers of Food Processing * Food Marketing » Chemical Processing 
New York + Cleveland + Detroit » Rochester + St. Lovis » Les Angeles » San Francisco + Portland 
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Door Opener . . Cover of company magazine shows how Armco pipe bridged creek 
Top portion of each inside page tells a product application in pictures-captions-blurb. 


catches eye of 


diverse readers with several photos, each a separate story. 


put service, sell in external 


Cover story: content for salesmen pulls pictures 


® sAY IT with pictures and short, 
pointed words . . that’s the idea be- 
hind “Construction Products.” It’s 
a new external publication by Arm- 
co Drainage & Metal Products, Mid- 
dletown, O., but already it has taken 
firm root in its field. 

The pictures-and-short-words 
policy is aimed at a circulation of 
25,000 persons who influence pur- 
chasing, including executives in the 
manufacturing and processing in- 
dustries and a goodly sprinkling of 
architects, contractors and key rail- 
road men. If that seems to be a 
wide spread, so are the widely 
varied uses of this Armco subsid- 
iary’s products. 

The masthead sums up the edi- 
torial (and sales) objectives: 

“This picture report is intended 
to suggest economical, efficient ways 
to solve many of your construction 
and drainage problems. Armco has a 
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complete range of engineered prod- 
ucts and convenient authoritative 
data to help you. Thus you can 
bring your problems to our sales 
engineers in your location with full 
assurance that you will receive all 
the benefits of long experience, ex- 
tensive research facilities, and a real 
interest in helping you solve them.” 

“Construction Products,” which is 
an eight-page, 10%4x14” quarterly, 
reproduced in black-and-white off- 
set, uses about 40° photographs in 
each issue, covering 15 major prod- 
ucts. The cover naturally gets the 
standout picture. Each succeeding 
page features a noteworthy installa- 
tion with concise text. Two lesser 
though still interesting jobs fill out 
‘he page. This is done to avoid 
monotony and heighten interest in 
every page for many diverse read- 
ers. Headlines not only are short 
and punchy but selective, in that 


readers can read what they want 
to read about with no waste of 
time. 

The paper is non-technical, on the 
theory that while a technical man 
can understand non-technical lan- 
guage a non-technical man cannot 
make much of technical terms. 

Field salesmen account for many 
of the photographs, which are above 
average quality for pictures ob- 
tained in this way. A monthly photo 
contest with cash prizes for interest 
and quality helps the crop. 

The first issue pulled 105 in- 
quiries and the second more than 
tripled that with 343. This has 
given the company hope that “Con- 
struction Products” will be a fruit- 
ful inquiry-producer. 


P.A. Bites the Dust . . There have 
also been some gratifying reports, 
such as this one: 

An Armco salesman out west had 
persistently tried to reach an in- 
dustrial purchasing agent and sell 
him Flex-Beam Guardrail where he 
knew he needed it to protect plant 
equipment from inside _ vehicles. 
Time after time he called, and as 
many times he failed to see the 
purchasing agent. 

Then along came the first issue 
of “Construction Products.” One 
page carried three photographs of 
the guardrail in three different sit- 
uations of plant usage. Mr. P.A. 
called in the salesman and the pur- 
chase was made without further 
ado. (He also got acquainted with 
the heretofore unreachable official 
and his foot is now in the door.) 

Armco Drainage & Metal Prod- 
ucts has published “Highway Maga- 
zine,” probably the oldest privately 
issued publication in its field, for 
more than 40 years. But it covers 
largely the highway, railroad and 
contracting fields, and Armco had 
for some years been active in the 
manufacturing industries. The com- 
pany felt that the standard editorial 
format of short to full-length ar- 
ticles would not do here . . hence 
the emphasis on pictures with the 
words cut lean and specific. The 
sub-title says it: “A Picture Report 
on Armco Products in Service.” 

“Construction Products” is edited 
by R. K. Leedom and H. B. Mat- 
tocks of the company’s advertising 
department. = 











MACHINERY is a metalworking paper. Editorially, it concen- 
trates on the primary interest of its readers — which, after all, 
is metalworking — as indicated in the following breakdown 
of types of articles: 





Magazine | Magazine | Magazine 
MACHINERY] ‘A’ “ge “en 





METALWORKING 37% 34% 16% 15% 
OPERATIONS 





DESIGN & PRODUCTION 18% 10% 4% 2% 
OF TOOLING, UNIT PARTS, ETC. 


ADVERTISING eee | 
COVERAGE marge | [ee | oe | om 
COMES NATURALLY...... [smu [ox [ox [| a 


This kind of Editorial Content develops the intense reader 
interest that carries over in sirength to the Advertising Pages. 
The two go hand in hand — naturally. 
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sales promotion 


Show Exhibit . . Revolving life-sized transparencies of 20 contest winning c 


ster na 
made lstanaing 


jisplay at Builders Show for 


comment on catalogs 


exhibits if motion pictures 





ontractors 


Minneapolis-Honeywell. 


Life-size ‘men in motion’ get 
reaction at builders’ meeting 


Reaction was “not much less than 
terrific” to a unique convention dis- 
play by Minneapolis-Honeywell 
Regulator Co., Minneapolis, accord- 
ing to the company. 

Honeywell decided to use people 
instead of products in its display 
at the National Home Builders’ 1954 
convention in Chicago. The people 
chosen were the 20 contractors who 
were winners of a Honeywell-spon- 
sored contest for the best promotion 
among home builders. 

The display consisted of life- 
full-length transparencies 
made from photographs of the men. 
Each transparency was mounted be- 
tween two sheets of glass in a re- 
volving walnut frame. 

Displaymasters, Inc., Minneapolis 
convention display company, built 
the display. 

The “Hall of Fame” 
tion goers “open mouthed,” Honey- 
well said. 


sized, 


left conven- 
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Du Pont tells precautions 
taken with dangerous products 

Comforting reassurance to com- 
panies that use potentially danger- 
ous chemicals is packed into a 32- 
page promotion booklet issued by 
E. I. du Pont de Nemours & Co., 
Wilmington, Del. 

Du Pont sells 92° of its products 
to other manufacturers for further 
processing and must, therefore, fol- 
low these products into customers’ 
plants to see that they are safe. 

The du Pont booklet, “Protecting 
the Public Health,” tells just how 
this follow-up is performed. 

The liberally i'lustrated booklet 
shows how technicians first test the 
company’s chemicals for such things 
as toxicity, inflammability and ex- 
plosiveness. It shows how end 
products such as nylon hose, soap, 
home permanents and insect sprays 
are tested to see whether they could 
do harm to users. It shows the use 


“a 


ideas 


booklets y direct mail 


slide films j sales helps 


of precautionary labels. And_ it 
shows step-by-step how a worker 
in a dangerous chemical plant is 
protected. 

All this adds up to a presenta- 
tion of du Pont as a company that 
examines all angles in protecting 
its employes, its customers and its 
customers’ customers. 


School for customers helps 
sales for paint sprayer firm 

One of the strongest sales promo- 
tion tools is training your customers 
to use your products skillfully 
for maximum results at minimum 
cost. 

That’s the philosophy of DeVil- 
biss Co., Toledo, O., spray painting 
equipment manufacturer, which has 
set up a school for users of DeVil- 
biss equipment. 
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Art In Oil... A new plant 
casion for a 24-page booklet closely tied 
into the advertising program of Schlum- 
Vell Surveying Corp., Houston. The 
t ve art work was done by 
who produced il 


sompany’s well-received 





to Roll Up 
a Ball of Wax 


THE SCENE: MG&R Personnel Director interviewing 


an applicant for a position in the Production Department. 





Personnel Director: Now, \'ve checked your qualifica- 
tions and in the mechanical aspects of production, 
your background is certainly satisfactory. 

Applicant: Well, all my life I’ve been interested in the 
mechanics of getting words into print. I know pro- 
duction from Agate Lines to Zinc Etching. 

P. D.: Good. Now there are some personal questions 
I would like to discuss with you to determine your 
fitness for this work. First, how do you feel about 
suppliers—typographers, engravers, electrotypers, 
printers and the like? 

Applicant: Frankly, | wouldn’t trust the best of ‘em 
two feet out of my sight.* 

P. D.: What do you mean by that? 

Applicant: | mean I wouldn’t take their word on a 
stack of bibles. I assume in advance that they’ll be 
late and inaccurate. That way, I double-check every- 
thing they do. I don’t miss anything. 

P. D.: Very good! Now, how do you feel about artists 
and account executives? 

Applicant: The same way. Don’t trust ‘em. 

P. D.: In other words, when an account man tells 
you he'll give you final type-copy tomorrow morning, 
you don’t believe him? 

Applicant: Definitely not. I needle him. So he won't 
forget. 

P. D.: And artists? 

Applicant: 1 really watch those guys! 

P. D.: Well now, that’s excellent. Tell me this—do 
you have any particularly strong beliefs about adver- 
tising? 

Applicant: Only in accuracy and closings. 

P. D.: You mean that... 

Applicant: | mean that type and art have to be right, 
engravings have to be perfect, and jobs have to be 
in on time. Excuses don’t catch closings. 

P. D.: How does your wife feel about your work? 
Applicant: Oh, she never expects to see me home for 
supper or on Saturdays. 


P. D.: Then you don’t mind working over when it’s 
necessary ? 

Applicant: Midnight Oil is my middle name. 

P. D.: How about hobbies? 

Applicant: Hobbies? Who has time for hobbies? 

P. D.: You mean you eat... 

Applicant: That’s right—eat, sleep and drink produc- 
tion. 

P. D.: You're the man we’re looking for. 

If this is an overstatement of the case, it’s a fair 
measure of the problem: How to produce a tangible 
piece of advertising from all the diverse yet comple- 
mentary talents of the agency and its suppliers. With 
accuracy and precision, on time. The Production Man 
rolls it all up into one ball of wax. He is a perfectionist 
of the first water, a self-appointed guardian of the 
client’s interests. He gets things done, through tech- 
nical knowledge and good common sense. In simplest 
terms you could say: 

No production, no advertising. 


k Seriously, our suppliers take a back seat to no one in 
the matter of dependability and fine craftsmanship. But a 
good production man rarely takes anything for granted. 
He is the Official Double-Check, which is often the dtf- 


ference between being right or merely sorry. 


ADVERTISING 


CHICAGO ¢ PITTSBURGH ¢ NEW YORK 
AFFILIATES 
PUBLIC RELATIONS - BURSON-MARSTELLER ASSOCIATES, INC 
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Sales promotion ideas . . resins on ». « 


The school teaches how to use 
DeVilbiss equipment to achieve 
high quality spray painting. 

DeVilbiss has capitalized on the 
school by producing a 45-minute, 
16 mm. movie showing how three 
mediocre painters became top-notch 
by attending the school. The com- 
pany also has prepared a booklet. 
hitting all the main points in the 
movie, to be distributed to viewers 
of the film. 


File system speeds replacement 
order-filling for rope company 

Broderick & Bascom Wire Rope 
Co., St. Louis, practically has re- 
placement orders made out in ad- 
vance for customers. 

Through a survey of its custom- 
ers, Broderick & Bascom learned 
just what type and size of wire 
rope each customer used on its 
equipment. 

The survey information is kept on 
file by company distributors. And 
whenever a customer wants a new 
piece of rope he needs only to tell 
the distributor what machine it is 
for and what rope it is. The file 
tells the distributor what type and 
size rope is needed without a lot 
of digging for rope data. 


Everyone wondered. . 


Show Window . . No more customer 
eye strain from reading fine print with 
new transparent packag 

; loy thermistors against 


a white background. 


Carboloy shows how to package 
a pinhead-sized product 

A pinhead-sized product posed a 
packaging problem that was solved 
by General Electric Co.’s Carboloy 
Department, Detroit. 

Carboloy makes 69 types of tiny 
electronic components called ther- 
mistors which range from pinhead 
size to the size of a quarter. The 
problem was to develop a standard 
package, yet one that would make 


and waited for the fancy wrapping to be removed. Finally the 


unveiling came at White Motor Co.'s exhibit at national accounts truck show in New York. 


A Special Package .. 
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the different varieties of thermistors 
easily distinguishable without read- 
ing a lot of fine print. 

The problem was solved with a 
transparent cellulose acetate pack- 
age big enough to accommodate all 
thermistor sizes. The thermistors 
were bedded in a white plastic foam 
filler that made their size and type 
instantly apparent. 


Allis-Chalmers review 
publicizes what's been done 

Allis-Chalmers Mfg. Co., Mil- 
waukee, gives a yearly review of its 
research and engineering accom- 
plishments. 

The A-C general machinery divi- 
sion this year published a 36-page 
booklet recounting the company’s 
developments in 1953. 

The booklet tells A-C accomplish- 
ments in the fields of power genera- 
tion, power distribution, general in- 
dustry, metals, national defense, 
stone products and coal, chemicals 
and petroleum, general research, 
and foreign trade. 

The booklet makes lavish use of 
pictures to tell its story. 


‘Coming attraction’ tags build 
advance interest in mail pieces 
Like the “coming attractions” on 
a theater marquee, a distinctive line 
at the bottom of every mail piece 
builds advance interest in a mail 
Continued on page 88 


With the wraps off, the package revealed 
one of the latest model White trucks. 


.. Opened 





How much 
SALES POWER 
does it 
take 
. today * 


Selling to industries isn’t what it used to be. 


For every worthwhile plant a dozen years ago, you now 
have two, three, or four to be contacted. Inside the plants, 
the picture has changed, too. Growth has greatly 
expanded the number of men who have something to 
say about the selection or rejection of your products. 


You may say, “Oh, we’ve doubled our sales force to 
take care of this!” But even a doubled sales force may 
not be a match for the size and complexity of today’s 


industrial selling job. 


Add to this the tougher competition you’re up against 
and you can see why it takes a whale of a lot more 


SALES POWER now. 


It isn’t number of salesmen alone that determines your 
SALES POWER. It’s the calibre of men—their training 





—their enthusiasm for your products—and how well 
their contact time is matched to the real sales potential. 


With all these things at their best, your sales force can 
personally contact only a fraction of the vast parade 
of buying influences constantly moving through indus- 


try’s key positions. 


It’s the advertising support you give your salesmen that 
multiplies their effectiveness by making your products 
wanted in more plants. It’s this advertising support 
that pipes information about your products to far more 
key men than your salesmen can ever contact personally. 


It’s this advertising support, adequately related to the 
size of your selling job, that steps up your SALES 
POWER and increases the productivity of your sales 
force. Whether your advertising program is adequate 
to today’s selling job, is something your advertising 


agency can best help you evaluate. 


THE PENTON PUBLISHING COMPANY 





PENTON EUILDING e CLEVELAND 13, OHO 
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the most powerful 






industrial magazine in the world 















METALWORKING’S MIGHTIEST WARRIOR IS THE IRON AGE. Year after 
year it carries more pages than any medium in the field. Behind these pages 
of proof-positive superiority — thousands and thousands of discussions, studies, 


analyses, comparisons and decisions by directors, presidents and v-p’s, 












sales and ad managers, account executives and media buyers all concerned 
with making the one best buy . . . and all arriving at the same 
answer — THE IRON AGE. It’s no single sterling asset, but a 
powerful multiple of strength . . .a dominant 97% buying 

power coverage, greater plant coverage and total 

circulation — and an editorial superiority that means 


“this week’s news and prices this week.” 


CONCENTRATE IN... vllronAge 






Np P| @ \ CHILTON PUBLICATION, 100 EAST 42 STREET, NEW YORK 17, N. Y. 









Sales promotion ideas . . sesins on ». #2 


campaign by Iron Age, New York. 

The campaign includes ten two- 
color postcards (one mailed week- 
ly) featuring a light-hearted animal 
series and “conversations” about the 
selling features of the publication. 
A typical “advance billing” line: 
“Next week, the Anteater expounds 
on the art of being nosy.” 


Film strip projectors 
now have remote control 
A film strip control mechanism 
that allows lecturers to change pic- 
tures without being near the pro- 
jector has been developed by View- 
lex Inc., Long Island City, N. Y. 
The mechanism attaches to the 
projector, and the operator changes 
the picture with push button con- 
trol held in his hand. 


Double duty manual reaches 
both amateur and expert 

Both expert and amateur are 
reached in a 110-page promotional 
booklet on heat treating aluminum 
alloys by Reynolds Metals Co., 
Louisville, Ky. 

Reynolds devotes the first 24- 
pages of the liberally illustrated 
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booklet to explaining heat treat- 
ment of aluminum alloys in a 
simplified, non-technical manner. 
The rest of the manual is written 
for the metallurgist and contains 
detailed and technical information 
on aluminum alloy heat treating. 


Caterpillar ties equipment 
service to sales push 

Caterpillar Tractor Co., Peoria, 
Ill., pushes its products by promot- 
ing the service departments of its 
dealers. 

Caterpillar issued an eight-page 
booklet telling customers how they 
can save time and thus make more 
money by using the shop and field 
service facilities of Caterpillar deal- 
ers. 


Stapler maker puts product 
to work in sales promotion 

Here’s a company whose product 
takes an active part in its sales pro- 
motional literature. 

Principal product of Speed Prod- 
ucts Co., Long Island City, N. Y., is 
the Swingline office stapler. The 
company recently issued a new cat- 
alog, to which it attached a minia- 


} nACT/O 
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Free Ticket .. Top response from a unique industrial film offer was reported by Uni- 


versal Form Clamp Co., Chicago. 
showing” 


ticket’ reply 
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Direct mail piece inv 


of the company’s promotional film, said Universal would pay all costs. 


ited contractors to a ‘private 


“Theater 


blank and postage paid return envelope were enclosed. 


ture booklet giving a quick look at 
the Swingline line. 

The midget catalog was attached, 
of course, with a Swingline staple. 


THE BEST THING 
THAT'S HAPPENED 
TO NAILS 
IN 100 YEARS 





Sinan Nails . . Mail 


tomers the advantages of the nail 


piece tells cus- 
“caddy.” 





Here’s How . . Company publication 


tells details of new nail packaging method 


Dumps kegs, promotes nails 
with a new paper package 

The same old product . . nails . . 
is kicking up excitement with a 
switch to a new package . . from 
wooden kegs to paper cartons. 

Atlantic Steel Co., Atlanta, Ga., 
has abandoned traditional kegs for 
packaging its “Dixisteel” nails and 
adopted compact, fiber board con- 
tainers. 

The change was accompanied by 
one-page, two-color ads announc- 
ing the new “nail caddy.” The ads 
appeared in Construction, Southern 
Building Supplies and Southern 
Hardware. 

The “caddy” also got big play in 
the company publication, “The 
Dixisteel Ladle,” and in direct mail 
pieces. = 


















how to give your 
salesmen more 





with interested prospects 





A recent study made by the Sales Executives Club of New York showed these two interesting extremes: 








Industrial salesmen secure an average of only 9.2 
l. orders per 100 COLD calls. Here, of course, 
the salesman Gsually has to start from scratch, and 
do mosi of the “educating,” informing and selling. 








But out of every 100 calls made after buyers 
Fa had studied a potential ‘s catalog 

and invited the salesmen to call, the average 

orders per 100 calls jumped from 9.2 to 38.4. 


So how do you get more buyers to invite your representatives to call? 


Obviously, by getting more buyers to use your 
catalog more often. Getting manufacturers cat- 
alogs used has been the whole business of Sweet's 
for 48 years. 

Sweet’s can (1) help you design your catalog 
so as to make it easy for potential customers to 
identify your product as the answer to their 
specific needs and to call in your representative, 
(2) place your catalog in the right offices of all 


companies of interest to you, (3) make sure your 


catalog is maintained in all these offices so that 
it is instantly accessible when buying needs 


“The more your catalog is used by potential customers, 
the more often your representatives will be invited to call!” 


Sweet’s Catalog Service 


Division of F. W. Dodge Corporation 
Designers, producers and distributors of manufacturers’ 
catalogs for the industrial and construction markets. 


Oept. 76, 119 West 40th St., New York 18, WV. Y. 


Atlanta + Boston + Buffalo « Chicago « Cincinnati 
Cleveland + Dallas + Detroit * Los Angeles 


Philadelphia + Pittsburgh + St. Louis * San Francisco 








arise, (4) enable your advertising to lead each 
‘“warmed-up” prospect directly to your catalog 
so as to speed his action from interest to catalog 
use to invitation for your representative to call. 

Currently Sweet’s is helping 1,550 manufac- 
turers get their catalogs used more often by 
good potential customers. 

The Sweet's district manager near you will 
be glad to show you how we work with manu- 
facturers to help them give their salesmen more 
golden hours with potential customers who 


have used their catalog and invited the call. 





This free booklet will help you see how you can get more 
potential customers te invite your salesmen to call. 
(Free booklet, “Your caialogs—key \o more orders at lower cust.’”’ 


(1) Please have your district manager show me how industrial 
marketers get more orders through improved catalog procedure. 
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“The purchasing function is one of the strongest 


links in our chain of operations.”’ 
K. C. TOWE, President, American Cyanamid Company 


More and more top companies have recognized that the Pur- . 
' ecm sags seni if you sell to 
chasing Agent’s contribution to efficient, profitable operation : Pu RCHASING 
, industry ... use 

makes him a key management man. PURCHASING Magazine has 
served industry’s PAs since 1915. The unchallenged leader in its 
field, PURCHASING offers you the largest available coverage of 
industrial purchasing executives. 


£ 


SPA 


PURCHASING oe 
/onover-Mast 


205 East 42nd Street, New York 17, N. Y. ee 
- ; E : : ops Publication 
The basic magazine on any industrial advertising schedule! 




















copy chasers 


How to get inquiries in other 
than ‘inquiry-type’ papers 


® WE ARE PLEASED to see that the 


parties in charge of this year’s 
N.LA.A. Topper Awards have 
created a better opportunity for 


smaller advertisers by establishing 
classifications for small-space ad- 
vertising and small-budget adver- 
tising. Previous efforts to give a 
break to the little guy who can’t 
afford inserts, full-color reproduc- 
tion and expensive creative talent 
but may be doing a most praise- 
worthy job, within his _ limited 
means, of making people want his 
product, haven’t been successful. 

But this year at least two little 
guys have to be among the Toppers. 
So if you’ve been timid about enter- 
ing because the “big names” walk 
away with the awards, don’t be. 

We also heartily approve of the 
new classification of advertising de- 
voted to getting inquiries. 

This matter of inquiries is getting 
to be a thorn in the side of the ad- 
vertising profession, and we hope 
this new Toppers classification will 
help to point up an obvious but 
somehow overlooked fact: if you 
want to get a lot of inquiries, build 
your ad around an offer. 

It has been alarming to us to en- 
counter so many cases where num- 
ber of inquiries has been used as a 
measure of the effectiveness of ad- 
vertising that does not have as its 
principal objective the attraction of 
inquiries. Also cases where num- 
ber of inquiries has been used as a 
measure of the relative worths of 
publications even though the prin- 
cipal objective of the campaign has 
not been to attract inquiries. 

One of the reasons why the 


“standard” (“standard” as opposed 
to “new equipment,” “digest” and 
other) 


seldom hold 


publications 





their own in inquiry returns is be- 
cause so little effort is made to at- 
tract inquiries. On the other hand, 
in some publications where the page 
size is small, there’s no room to tell 
a complete product story, so the 
“offer” (of literature, usually) takes 
the place of the product “sell.” In 
others, it’s reasonable to suspect 
that the inquiry-stimulating devices 
used by the publisher (some of 
which other publishers, due to post- 
al regulations or choice, do not use) 
are more responsible for producing 
the inquiries than the ad itself. 

We've always suspected that a 
7x10 ad given over completely to 
making an offer (rather than tack- 
ing an offer onto a product-selling 
ad) would produce more worth- 
while inquiries without the aid of 
publisher-stimulation than the same 
or a smaller ad in a so-called “in- 
quiry-type” magazine. 

We would be interested to hear 
about any such cases. 

Meanwhile, we have gone through 
a number of publications . . not 
among the “inquiry-type” . . look- 
ing for full-page ads which do de- 
vote themselves to getting what is 
popularly known as “tangible re- 
sponse.” There aren’t many. 


Automotive Industries . . none 


Aviation Week 

*%&Eastman Kodak offers a “handy 
wall chart” on which, the headline 
says, you can “see at a glance which 
Kodagraph material will solve to- 
day's drawing reproduction prob- 
lem.” The wall chart, with a man 
pointing at it, is the main illustra- 
tion. Unlike many other “offer” ads 
(as we shall see presently), this one 
really “sells” the offer: 





pic 


as inserted 








\Y 


Whether you do your own print-making 


or order from a local blueprinter, you will 
find this selection chart a helpful time 
saver. And a money-saver, too, for these 
materials do not involve complicated tech 
niques and are surprisingly low in cost. 
The chart tells you, among other things 
which Kodagraph Materials are specifical 
clean in 


ly designed to give you shary 


termediate prints of old, soiled drawings; 
which Kodagraph Materials are best for 


reproducing blueprints, microfilm nega 


tives, drawings with extremely fine de 
tails, printed halftone pages, etc. 

In addition, it gives you concise descriy 
tions of all the materials in the versatile 
Kodagraph line, some of which you may 
not be familiar with. Also, you'll find 
helpful tips on processing. It’s well worth 
sending for today. If you'd like more than 
one chart, free of charge, just say how 


many. 


A full-width-of-the-page coupon 
completes the ad. 

This, we believe, is the right way 
to push an offer, and we expect Ko- 
dak received a good batch of in- 
quiries. 

Written by EMMETT SHELLEY, copy- 
writer, J. Walter Thompson Co., 
New York. 


Continued on page 22 




















Eastman Kodak . . really “sells” 








copy chasers . © vesins on»: 


AC Spark Plug wants the reader 
to have a copy of “Producing for 
Defense,” which is described as “a 
printed record of the AC defense- 
production story. All AC activities 
and resources are interestingly pre- 
sented via picture and text.” Not 
much “user-benefit” copy in this, 
and the headline . . “Worth Writing 
For” . . seems to be uninspired. 

I-T-E Circuit Breaker Co., Spe- 
cial Products Division, offers a 20- 
page booklet containing “Ideas on 
radar antenna systems, jet engines, 
thermodynamics” and etc. No cou- 
pon. 


Chain Store Age . . none 


Chemical Engineering 

That same Eastman-Kodak ad. 

Milton Roy Co. says its “new 16- 
page Bulletin 1053 on Air-Powered 
Controlled Volume Pumps is your 
guide to precise flow rate control of 
low-capacity chemical and slurry 
streams. It contains a graphic pres- 
entation of pump operating prin- 
ciples; capacity pressure and air- 
consumption tables; examples of 
complete Milton Roy engineered 
chemical feed systems, using these 
instruments.” 

Baker and Adamson, General 
Chemical Division, offer “Exclusive 
New Data on all these B & A fine 
chemicals.” Next to “these” is an 
arrow aiming at a 9-inch-high cou- 
pon which is mostly a checklist of 
B & A’s chemicals. Pretty good de- 
vice. 

Allied Chemical and Dye Corp., 
Nitrogen Division, invites the read- 
er to “Ask for This New 24-Page 
Bulletin on Ethylene Oxide, Ethyl- 
ene Glycol, Diethylene Glycol.” A 
sample page is shown, but the re- 
production is poor, so it’s not much 
of a sample. 

Air Products, Inc. uses a selling 
headline “Take Dollars Out of 
Waste Gas, Natural Gas, Air — This 
New 36-page Brochure Tells How.” 


Construction Methods . . none 


Domestic Engineering 

“Get the Facts and Figures on 
Hot Water Storage Heaters” pro- 
motes a catalog for Patterson- 
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Kelley Co., but not in a way to get 
the reader panting for it. You have 
to give a man a reason for wanting 
something before you ask him to 
write for it. You wouldn't start off 
a product-selling ad with a head- 
line like “Buy One.” 


“This Data May Solve Your Pip- 
ing Problem,’ Youngstown Sheet 
and Tube Co., is better. Copy starts, 
“Here is the up-to-date story of,’ 
and proceeds to tell why the reader 


should find the folder useful. 


Northern Indiana Brass Co. de- 
votes a spread to its new catalog. 
“NIBCO celebrates its Golden An- 
niversary — 50 years of Progress 
Reflected by New Catalog H.” Copy 
gets down to business. 


More than just a 


styles in this catalog. 
extra bushings ¢ 


1 NITRO 
save by using NID 


Gas Age 
Roots-Connersville pulls a switch. 





Take Dollars Out Of Waste 
Gas, Naturai Gas, Air 


This New 36-page Brochure Tells How 
$ LOW-TEMPERATURE 
PROCESSING 





GA NEW PEBATS oe emp ererere someramion 


OF Reed meters 


MUTE pemrvionen Wits cobs oven ges nereret ges 


PREBLE nyerogen nitrogen, oxygen ethylene 
emmenia iyathens ges many hers 


EE re breed opportunities upon to inbwctry reed 
ew pou (or Bad out vow possibile 


Air Products 





Ce ln eee ree ee 
ee ingen Manes 


Prominent in the illustration is a 
copy of its 1879 catalog, surrounded 
by a number of other bulletins. 


Copy excerpt: 


This early ‘Roots’ catalog, published in 
1879, offered only Rotary Positive Blowers. 
exclusive business at that 

25 years after the invention of 

tary positive principle by Francis M. 


lay, because of the greatly increased 
use of gas and air f 


r industrial purposes, 


it takes a great many bulletins and book 


ets to describe our expanded line of prod 


licts 


ucis. 


Hardware Age 

“Here it is!”, exclaims Miller Falls 
Co., “the biggest, most highly-de- 
veloped line of Utility Electric Tools 
in Miller Falls history.” Most of 
the page is covered by sample pages 
out of the new catalog. 


wArcher-Daniels-Midland Co. 
follows the advice of giving the man 
first a reason for wanting what’s of- 
fered. On top of a picture of an 
open booklet, they’ve slapped, in a 
balloon, “To Help You Sell More 
Paint.” Under this: “We’re helping 
the painter to sell more paint jobs!” 
Here’s the copy, well-written by 
FRED BOOTH, copywriter, Vance Pid- 
geon & Associates, Minneapolis, 
Minn. 


You could sell a lot more paint if your 
painting contractor customers were better 
salesmen of paint jobs. 


help the contractor sell his services 


Continued on page 96 














Air Products . . the headline does it 


Archer-Daniels-Midland . . want it 
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what is PINPOINT coverage? 


Under our “Pinpoint” plan, our circulation is molded to the market (not the 
market to the circulation). We accomplish this by coordinating our circula- 
tion with the following identified specifiers of equipment: 


1. Consulting Engineers and Architects’ Engineers who design and lay out 
the systems for Large Buildings, and usually specify the equipment. 








2. Mechanical Contractors who install the systems designed by the above 
engineers. This group is extremely influential in the choice of equipment. 

3. Federal, State and City School Board Engineers. This group is relatively 
small, but mighty important in buying power. 

4. Engineers in Industrial Plants and other large buildings, chiefly concerned 
with modernization. Many are in charge of equipment in more than one 
plant — have multiple buying power. 







how does PINPOINT coverage work for you? 


As a result of a continuing survey, we establish 
—the up-to-the-minute concentration of the buying power, .and its location 


— the functions of the men who constitute the buying power in the 4 groups 
listed above 

— effective methods for pinpointing the men in these groups who are out- 
standing in the design and installation of systems for heating, ventilating, 
piping, air conditioning and plumbing. 

This gives you the flexible and expanding circulation you need to cover the 
important engineers and contractors who control the bulk of the industry’s 
large-volume buying. 


does PINPOINT coverage pay off? 


Definitely yes! The success of HEATING AND VENTILATING’S Pinpoint 
Coverage Plan is indicated by (a) our growing list of advertisers, (b) our 
increased advertising volume in the face of declines for other papers, and 
(c) better than 20,000 inquiry returns from advertisements over the past 
12 months. 
























HEATING ano VENTILATING 


Published by THE INDUSTRIAL PRESS, 148 Lafayette St., New York 13, N. Y. 
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CTORY 


One group—The Plant Operating Group — 


is rated “most important in buying” in sur- 





vey after survey of buying influence. 





Ei 4 


Set 


a eer - 


oa't 


| on - And one magazine — FACTORY —consist- 


= _ 
. oe | ee ently rates first in readership in survey after 
METHODS ENGINEER : survey of Plant Operating readership. 


: IM} It’s natural. FACTORY, alone, concentrates 

” a. 2 all its efforts on this one job of serving the 

= tf Plant Operating Group. And more Plant 

e Z ¢ Fi Operating Men pay to read FACTORY than 
, ; any other industrial magazine. 

? a / MAINTENANCE 


9. =: = ° P . 2 —_ 
SUPERINTENDENT That’s why industrial advertisers invest more 





mn of their dollars in FACTORY than any other 
a monthly business publication. 
| ‘= . 
rv ar Are you counting on FACTORY for the job 
[> : = of making contact with the Plant Operating 
ieee Group? 
4 


FACTORY 


MANAGEMENT AND MAINTENANCE 


330 WEST 42nd ST., NEW YORK 36, NEW YORK 
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inside Her Tummy is a 
Mesh of Stainless 
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what's 


more effectively, we've collected the sales 


ting the story, and 

ible 24-page 

te available for 

Check with 

r use coupon below. 

a fifteen-minute sound-and- 
up show- 


painter meet- 


Pittsburgh Steel Co.’s ad has the 
kind of headline we don’t think is 
right . . “Send today for your free 
copy of this new 24-page Pittsburgh 
Fence Catalog.” (Would Simon and 
Schuster try to sell a book that 
way?) 


Materials And Methods 

*Crucible Steel Co. gives away 
its Crucible Tool Steel Selector 
which promises to “eliminate the 
guesswork in selecting tool steels.” 
It is said to “cover 22 tool steels 
which fit 98% of all tool steel ap- 
plications.” Here’s what’s good 
about it: 


The selector is unique because it starts 
with the ultimate use of the steel. It 
breaks down all tool steel applications 
into six major classifications, under which 
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uilt around an X-ray 


different grades of steel available for 

cific requirements are indicated 

Heat treatment and 

machinability are also included for 
each grade. 

A flip of the dial will give you the an- 
r, and almost just as quickly you can 
the steel you select. For each type of 

steel shown on the selector is in stock in 
conveniently located 


Crucibie warehouses, 


An example of how it’s used is 
also given. Written by KEN MEHR- 
HOF, account executive, G. M. Bas- 
ford Co., New York. 


Well, we guess we’ve made our 
point. Not many. And among those, 
too few that really sell the offer. 


Wonders of Science 

One of the big success stories of 
recent publishing history is Scien- 
tific American, a magazine which, to 
its particular group of readers 
technicians and technical manage- 
ment offers fascinating editorial 
adventures into the higher reaches 
of the various sciences and, to its 
advertisers, offers an unusually 
alert, perceptive and imaginative 
audience. 

How do advertisers approach this 
audience? Is their approach more 
challenging, more stimulating than 
in other less exciting magazines 
where their apparent opinion of the 
reader as being unexcitable leads 





them to some pretty un-exciting ad- 
vertising? 

Threading through some recent 
issues we find that generally speak- 
ing, the advertisers have risen to 
the occasion, usually according the 
reader, in their manner of address- 
ing him, the respect he deserves and 
competing creditably with the edi- 
torial matter. We liked best. 

Goodyear’s spread on its GEDA 
(Goodyear Electronic Differential 
Analyzer), headlined “Best way to 
give your hunch a chance.” Copy 
describes some of the problems that 
can be fed into the machine. 

A good-humored piece of writing 
by Sigma Instruments which lands 
on a competitor like a ton of bricks: 

The relay on the right may be recog- 
In 1943 we 
regarded it as quite an achievement. Over 


nized as a Sigma Type SF. 


the intervening years it has done us yeo- 
man service and kept a charmingly large 
segment of our customers in a state of 
dithers. 

But we had come to feel it was, if not 
obsolete, at least no longer newsworthy, 
so we don't often speak of it in our ad- 
vertising. Perhaps we were wrong, be- 
cause we now observe the very creditable 
effort of an esteemed competitor to which 
he is devoting prominent attention in pub- 
licity. His specifications are good, too. 
60,000 ohms winding resistance is offered 
publicly. (We do that sort of thing only 
on special request. We hate to encourage 
the philosophy leading to such a require- 
ment.) Maximum sensitivity is given as 
1 to 2 milliwatts. We assume they are 
being conservative because we feel the 
design is appropriate for 1/2 milliwatt sen- 
sitivity when well executed and well ap- 
plied (not when used on an airplane!). 

The competitor is to be complimented, 
too, for designing around our patent, a 
feat he has probably achieved at little or 
no sacrifice in most applications. We are 
flattered that he should think our patent 
strong enough to worry about. 

Maybe our venerable workhorse has 
more glamour than we thought. 

Cleveland Pneumatic’s fine head- 
line which compels further reading: 
“We've discovered how to shrink 
your motors — by floating a screw 
on a stream of balls!” 

Carboloy’s: “How tiny magnets 
warn piuots of engine fires.” 

The fire Eastman Kodak series of 
“Reports to Laboratories” . . in this 
instance reports on “How to learn 
the fundamentals of radiography ... 
why and how we produced a phos- 
phor for scintillation counters... 

Continued on page 100 





of more and better things for more people 
at lower cost 


automation is an advancement 


“into the next phase of mass production 


automation is a sales opportunity 


for anything that can help industry make- 
it~more-automatic 


automation is a big market 


NOW... and a tremendous growth market 


WowOnoGOON 


is a new business paper 


i the only publication devoted solely to the interests of manage- 
» ment, engineering, production executives throughout all 
industry who are searching for ways to make operations 
“more automatic. Make your space reservation now for the 
August issue—closing date July 1. Write for rate card. 


_a Penton publication 


backed by all the editorial, research and 
— experience of the Penton Publishing Company. 


S. Lawson, Business Manager 
"Building, Cleveland 13, Ohio 
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hard K. Lotz, 520 Nor’h Michigan Ave. 


17, New York 
Macbeth, 60 East 42nd St. 
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Flexibles Are Revamping 
Package Pattern 











O @ @ @ Pickle-Packing Portia is queen 


of the bottleneck. She reigns because no machine can wrassle 
nature’s random-shaped dills into the rigid jar. But there’s 
no such problem with plastic film. You can pop pickles into 
plastic pouches by machine. And they’re doing it—brine and all. 
For, just in the past 3 or 4 years, new engineering has made it 
possible to package almost any food —solid, liquid, or goo—in film. 
The food-industry-wide impact of flexible packaging is part of 
the food-engineering revolution that is making food hot... one 
of your hottest industrial markets. 


they revolt with relish against old food-plant 


ways now. Engineering has upped output per man-hour 21% in 
six years. This never happened before in America’s most essential 
industry. And it’s accelerating. No matter what other industries 
may do, food’s rolling along, spending $841 million a year for 
capital goods alone. 


As big-spending food plants step up their efficiency, they look for 
ideas wherever foods are processed —in bakery, brewery, dairy, in 
cannery, candy plant, meat plant. They read FooD ENGINEERING 
because FE talks engineering ... and helps each kind of food plant 
use the experience of the others. 


pick a peck of prospects, ask ’em what they read. FE 
wins every industry-wide readership poll. Its circulation has 
doubled in 8 years. It carries far more advertising than any other 
food-industry-wide magazine. That volume keeps growing. And 
many advertisers who want inquiries say FE outpulls all other 
food-plant magazines. 


Hot book. Hot market. 


A McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N.Y. 


HITS YOUR 
SALES TARGET! 





copy chasers .. 


a laboratory instrument you can 
have fun with.” 

The great Republic Steel ad built 
around the photo of an X-ray show- 
ing how surgeons can imbed a fine 
screw of stainless steel into muscles 
in order to reinforce hernia or other 
persistent openings. 

North American Philips’ report 
on how Johns-Manville research 
used Norelco X-ray diffraction 
equipment in an assignment to “give 
this shingle 1000 rainstorms in three 
hours.” 

General Electric’s fine series en- 
titled “What General Electric peo- 
ple are saying ’ excerpts from 
significant articles or speeches by 


GE people. 
10 “®@ 
sg : 


ond destroy 


TO BACKTRACK SHELL 
same 


CO er 


s, 


Ford Instrument . . graphic display 

“A Report from the Laboratories 
of Remington Rand on Electronic 
Developments for Business and Sci- 
ence.” 


Ford Instruments’ answer to “Can 
projectiles be ‘seen’ approaching 
and their flight back-tracked to lo- 
cate the mortar or gun that fires 
them?” 


Pittsburgh Lectrodryer’s head- 
line: “If you’re aiming at dewpoinis 
below —100°F .. .” 


A blanket of invisible moisture once 
blocked experimentation in high-voltage 
electronics . . . metal- 
lurgy 
dryers reduced humidity from an annoy- 
ing variable to a constant — and impor- 


. Qtomic energy... 


wonder drugs. Then Lectro- 


tant ideas in these fields became work- 


able. 
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WELL IMAGINEER WITH 


Aluminum Co.’s colorful spread in 
which full-color photographs of “file 
hard coatings rainbow colors 

..a rival for chrome plate .. . low- 
cost sparkle” are used to illustrate 
how “We'll Imagineer With You 
from Start to Finish.” 


Kaiser Aluminum’s series of long- 
copy articles on “Designing with 
Aluminum.” 

International Nickel’s intriguing 
headline, “How hard can the sea 
bite?” 

Thompson Products’ ditto, “In 3 
feet we change an Arctic gale into a 
volcano it may hold an idea 
YOU can use!” 


GE’s headline: “How close are 


ba 





. . colorful and clear 


we to the ‘ideal food preservation 
method’?” 


Permutit’s: “How versatile is ion 


exchange?” 


Bell Telephone Laboratories’ re- 
port on “growing” transistors. 


Sorensen’s problem, “To hold I 
(light intensity) at a constant value 
when E (voltage) has random vari- 
ation of + 10%.” Copy says: 


There is obviously no solution to the 
problem as stated. It follows, then, that 
where voltage is as critical as in the 
above formula, untold man-hours of re 
search, test, design, or production may be 
completely wasted unless E can be ac 


curately controlled. 


. which can be done with Soren- 
sen equipment. 


* Another Sigma ad (in part): 

In the matter of three-position or ‘‘null- 
seeking” relays, it's been mostly a case of 
the blind leading the blind down the gar- 
den path. 

Our earliest attempt, the DP 1, had no 
positive centering or detent action; its 
armature moved a few thousandths pro- 
portionately to coil current and haphaz- 
ardly with temperature, vibration, and the 
Zodiac. Contact pressure and reliability 
was 0.00983. 

This was, of course, followed by the 
DP 2 which was twice as bad. Next 
came the 6FX, which actually is < serv- 
iceable device, doing very well as the 
output of a servo in a ship-steering de- 
vice. Along similar lines, the 7JOX fol- 
lowed but is not notoriously reliable. 
(That blinding-flash-followed-by-dull-roar 
you just witnessed was some 7JOX users 


hitting the cosmic ceiling.) 


The point to all this history is that we 


YOU row START FINISH 


Alcoa > 


Aluminum 


ALUMINUM COMPANY Gt AMERICA 


Sigma .. we wish we'd written it 


have never done a good job on a three- 
position relay, nor made any money on 
one. To this should be added that neither 
has anybody else so far as we know. 
Quite recently the government has devel- 
oped one with all the virtues of the DP 1, 
only smaller. So we decided we'd 
have to do the job for insurance against 
the day the government is 480,932 units 
behind schedule. 


Watch out, now. Here, like a lead 


balloon, comes some selling. 


We are now announcing two new three- 
position relays. They will soon be avail- 
able in sample quantities, no questions 
asked. 
fool questions about circuits and besides, 
there aren't any New Frontiers in this 
racket any more anyway.) They are sup- 
posed to have positive centering, be able 
to resist 10 or 15 g’s at all the frequencies, 
and be thermally stable; and they may 

Continued on page 104 


(We're tired of asking a lot of 











During the past five years, 

the radio-electronic industry’s spectacular growth 
has been paced by the increase of 

advertising pages in the IRE DIRECTORY, 
“and “Proceedings of the 1.R.E.” Yy 





From 747 pages in 1949 to 1908 pages in 1953 — that’s 
how advertising in “Proceedings of the I.R.E.” sprouted 
in five short years. It’s a whopping 155.4% increase. 


Not to be outdone, the annual IRE DIRECTORY 
also shows a mushroom advertising growth of 214.5% 
—from 133 pages in 1949 to 418 pages in 1953. 


So rapid is progress in the radio-electronic field, 

so far-reaching is each new engineering achievement, manufacturers 
must run to keep from standing still. It’s the radio engineers — 
designing, planning, producing and buying— 

who are the backbone and brains of this vast industry. 

They are the “thinking engineers”— members of The Institute of 
Radio Engineers—the men you most want to sell. 


Engineers are educated to specify and buy! 


Published by hi 


THE INSTITUTE OF RADIO ENGINEERS 


Advertising Department 


1475 Broadway, New York 36, N. Y. BRyant 9-7550 
CHICAGO * BEREA, OHIO * LOS ANGELES * SAN FRANCISCO 
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chem ahoy, stock item, pacific pile-up, 


CHEM AHOY: No ordinary tanker, this one 

. she’s the first ocean-goer built to carry 
high-density liquid chemicals. Christened the 
S.S. Marine Dow-Chem, the vessel is owned 
by Marine Transport Lines who'll operate her 
for Dow’s products exclusively. All tanks 
and handling equipment are corrosion-re- 
sistant —she carries 11 different chemicals 
. . . CW editors believe sponsors, through 
bulk shipment economies, may be launch- 
ing a new era for water-borne chemicals. 
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STOCK ITEM: Go in big for preparedness 
here at the Pfaudler Co. in Rochester, N. Y. 
Sensing a shift to standard instead of cus- 
tom-built items, management hiked size 
limits for stock glass-lined kettles, promised 
orders filled in 10 days. Now sales are up, 
delivery time’s down to 8 days. The moral... 
trend-watching pays in the competitive CPI 
market. Pays big too. . . last year to the tune 
of $6.5 billion for new plants and equipment. 


f 
| 
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Trends move swift in the Chemical Process Industries... in transportation, 
equipment and plant site development... in materials, methods and new 
product lines. It’s a mushrooming market, boiling upward to a husky $70 
billion-a-year output by 1960 . . . a busy, turbulent market where facts behind 
the news are hunted by hustling planners. That’s why CHEMICAL WEEK’s cogent 
analyses rate peak priority among chemical businessmen . . . it’s specifically 
focused on management’s interests. 


To every manufacturer who concentrates sales effort on this lucrative sector 
of U.S. industry, CHEMICAL WEEK’s business-news slant and power to attract ex- 





ecutives have special significance. For cultivating management’s influence is 
mandatory to sales of all kinds of industrial equipment, materials and services. 
That’s why so many advertisers find it an indispensable tool to tap the buying 
heart of this great-growth market. {n the Chemical Process Industries . . . it’s 
management’s own magazine. 





PACIFIC PILE-UP: Plenty of wood and 
water got ’em started, pulp and 
paper were basic, chemicals moved up 
fast—now oil and gas are on the way 
in the Puget Sound area, scene of the 
CPI’s newest boom. Here’s the Kaiser 
plant on the Tacoma Tideflats. With 
$200 million already invested in this 
region for new plants like these and 
more diversification coming, it’s no 
wonder the process field is called 
“industry’s fastest-moving market.” 


alert management, and... Chemical Week 


in the chemical process industries . . . it’s management's own magazine 
A McGRAW-HILL PUBLICATION * ABC-ABP 
McGRAW-HILL BUILDING, NEW YORK 36, N. Y. 


ALERT MANAGEMENT: Hooker Electrochemical’s Dr. J. H. Bruun (Dir., 
Res. & Dev.) teams up with associates, T. C. Dauphine and Paul 
Robitschek, to develop applications for the firm’s new fire-resistant 
“Hetron” resins. Bright prospects loom for plastic car bodies and a 
host of other end-uses in the rich polyester resin market. About CW, all 
three agree . . . “CHEMICAL WEEK’s story on the ‘Hetron’ development 
typifies the magazine .. . penetrating, analytical, accurate throughout.” 





copy chasers... 


well once and for all make some of the 
circuits for which they are intended reli 


able 


You'd think we wrote Sigma copy 
ourselves, we like it so much. We 
don’t: it’s written by c. P. FISHER, 
development chief, Meissner & Cul- 
ver, Boston. 


Anaconda’s (American Brass Co.) 
handsome spread on “Look What's 
Happening in Metals.” 


Another good Cleveland Pneu- 
matic Tool headline: “The way we 
change angles on ‘copter blades puts 
a brand new slant on controlling 
power.” 


*%Inco’s: “How Silent Sounds Cut 
Holes You Can’t Drill,” which is ex- 
plained by this copy: 


This common steel gear bites its way 
into a glass cube as smoothly as it would 
mesh with its mate. 

And that’s something, for chiseling 
through glass is quite a trick, even with 
1 tool designed for the job 

Yet, as you can see, it's being done 
right here. And the machine that does it 
sharpen the hard metal tools 
It can cut dia 


can als 
ised to cut other metals. 
monds without the use of diamond pow- 
jer. Some day, it may even eliminate the 
heat-generated pain caused by your den 
tist's whirling drill, or provide a vastly 

ved method for breaking up kidney 


Inco Nickel Alloys . . pretty good stuff 
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begins on p. 91 


Now how does this revolutionary tool 
work? By ultrasonic vibration. It vibrates 
27,000 times a second! Every vibration 
pounds waterborne abrasive against the 
surface you're cutting, and steadily chisels 


away tiny particles. 


Copy, written by CHARLES R. FORCE, 
publicity director, Marschalk & 
Pratt Co., New York, goes on to 
tell how Nickel soived a 10-year 
problem of finding a material with 
maximum “magnetostriction” to 
produce and control the vibration. 


Pretty good stuff, all around. 


Miscellany 


*Gotta bring up Westinghouse 
Air Brake again, and this time not 
only to credit DAvID BARGOUR, Batten, 
Barten, Durstine & Osborn, Pitts- 
burgh, with a fine piece of copy but 
also the client for letting our friend 
have his head. Read, please, the 
story of “The locomotive horn that 
fooled moose” (suitably and super- 
latively illustrated): 


Up in the north woods country, the local 
moose have been waging a battle against 
man; and the moose seem to be winning. 

It all started when the railroads began 
to operate Diesel trains through the moose 
country. To a moose, the Diesel air horn 
sounded just like the mating call of his 
lady-love, and he happily came out of 


Westinghouse Air Brake . 


. a fine piece of copy .. 


the woods to further the acquaintance. 
You can imagine his frustration when he 
found nothing but a railroad train — so, 
doing what came naturally, he charged 
the locomotive. 

This was awfully hard on the moose 
population, so the conservation-minded 
railroad men came to Westinghouse Air 
Brake Company and asked to please de- 
sign an air horn that did not sound like 
a moose. More than that, they said, 
"Make it sound like the old steam 
whistle.” 

It wasn’t easy. For one thing, the com- 
pressed air system on a Diesel operates 
at much lower pressure than a steam 
locomotive boiler. You have to use a 
completely different type of horn mecha 
nism — one that simply does not generate 
the musical overtones of the steam whistle. 

We finally had to construct a musical 
chord using three individually tuned horns, 
and this ‘Pneuphonic’”’ horn comes mighty 
close to duplicating the old steam whistle. 
At least it's good enough for the moose, 
because they don’t bother the trains any- 
more. Naturally, we are pleased that 
Westinghouse Air Brake Company could 
serve in this noble cause. 

Solving the problem of the air horn 
illustrates the detailed engineering given 
to all air brake systems and accessories. 
To solve similar tough problems in other 
fields, call in any division or subsidiary 
»f Westinghouse Air Brake Company. 


We say that such an ad, far from 
being frivolous, does a wonderful 
job of promoting Westinghouse Air 
Brake. 


The Copy Chasers 


Westinghouse Ait Brake 


Cc On PANY 


superlatively illustrated 











CHARLES R. INCE 
Vice-President & Sales Manager, St. Joseph Lead Co. 


“A readership survey made by the St. Joseph Lead Company among its customers — consumers 
of primary pig lead and slab zinc — showed that 94% of them read the AMERICAN METAL 
MARKET regularly. In fact, 69% rated this publication “most useful” as a source of market 


information on metals.” 


THE ST. JOSEPH LEAD COMPANY, a leading producer of 
lead and zinc, has placed display advertisements in 
AMERICAN METAL MARKET uninterruptedly 
for over 40 years. The survey which Mr. Ince men- 
tions was conducted by his company to find an 
answer to this question: Which one of the several 
publications covering identical fields — editorially 
speaking — did its customers prefer as a source of 
market information on metals. The results merely 
confirmed what the management of the St. Joseph 


AMERICAN METAL MARKET 








Lead Company had long believed: As a means for 
establishing direct contact between buyer and seller 
of lead and zinc, AMERICAN METAL MARKET 
was the most effective and economical vehicle. Very 
clearly, the same holds true whether you sell steel 
products, ores, ferro-alloys or non-ferrous metals — 
primary or secondary. When you want more business 
in the metal-working industries, AMERICAN MET- 
AL MARKET can deliver your messages to 11,000 
ABC-audited, $20 per year paid subscribers, and 
offers you the proved advertising values of editorial 
leadership and outstanding advertising acceptance. 

Our representative will be glad to give you all the 
reasons why AMM has the most metals advertisers 


of all metal trade papers. 
the market authority ap 


18 CLIFF STREET, NEW YORK 38, NEW YORK 
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To sell 


America’s huge 


TEXTILE 
your BASIC 


textile manufacturing 


market.... 








How much do Dyeing, Bleaching, and 
Finishing plants buy? 


SURVEY= MILL “C” 


Listed below are actual purchases made in one year by a complete dyeing, 
bleaching and finishing plant. It contains open and bleach ranges, con- 
tinuous and Jigg dyeing, mercerizing, sanforizing and tentering. Mill 
“C” is only one of 2,498 U. S. plants or departments engaged in dyeing, 
bleaching & finishing. The name and locatien of Mill “C” — of which 
only a partial listing of purchases is shown here — cannot be published. 
However, a T.I. representative will gladly show you complete figures for 
this mill and a number of others. 





Ceorete ee 
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$19,514.00 
72,400 Ibs. 
Antifoam agent .... 1,192 lbs. 
Bleaching agents . .$109,032.84 
Bulbs, incandescent 


Parts, calenders. .. . .$1,952.00 
Parts, machine 


Acetic acid 


$18,238.00 
Parts, tenters $7,346.00 


Caustic soda $173,865.00 


Parts, mercerizing. . .$12,968.00 
Parts, sanforizing. . . .$2,832.00 


Chlorine 


$2,228.40 





Parts, singe & sour. . .$2,619.00 
Parts, total $62,352.00 
Reducing agents. . .427,584 lbs. 
744,080 Ibs. 
112,200 Ibs. 


Cleaner, machinery. .17,310 Ibs. 
Desizing agents . . . .$20,063.90 
Detergent .........$4,517.91 
Dextrine $8,400.00 
Dyes, all classes. . .$439,498.00 
Oil finishing. ....... $4,161.39 
Oil sanforizing $26,136.60 
Oxidizing agents . . .21,860 Ibs. 
Parts, bleaching. . . .$15,131.00 








Sodium 

hydrosulphite . . 
Sodium silicate 
Starch 





. .$94,758.72 
$11,794.35 


$67,119.00 SSN 
tee Rr HR < -— 
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aes 
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INDUSTRIES is 
advertising medium 


Spotlight one division of the industry alone—Dyeing, Bleaching & Finishing. 
See why T.I. produces more sales per advertising dollar for you there. 


There are in this country 2,498 dye- 
ing, bleaching & finishing plants and 
departments. TEXTILE INDUSTRIES 
takes your advertising into 93% of 
them. This 93% does 98% of the 
entire industry’s volume. 

In no other medium can you ob- 
tain coverage of buying power—of 
chemists, dyers, finishers and tech- 
nicians as well as superintendents 


this. That is because T.I. is the only 
textile publication which builds 
coverage with the practical plan of 
combining Paid Circulation with 
Directed Distribution. This careful- 
ly supervised system sees to it that 
the men you must reach receive 
TEXTILE INDUSTRIES every month. 

This remarkable coverage pattern 
of dyeing, bleaching & finishing ex- 
tends to all other divisions of the 


industry. The result is that TEXTILE 
INDUSTRIES gives you the largest 
total mill circulation available 
through any magazine. Its readership 
by mill presidents, superintendents 
and top executives is unequalled. To 
sell the whole industry, TExXTILt 
INDUSTRIES is your basic advertis- 
ing medium. 

TEXTILE INDUSTRIES — 806 Peachtree 
Street, N.E., Atlanta 5, Georgia. 


and purchasing agents—equal to 


EN the Mate hs Reacts eee eo th MPa tril <i 4 St: rar SU TIRES 
TV ard ereie ~~ Ys he “ore ‘ oa ; ey ie aA ‘ a 
Oe ida Rete Jy *“ i acre Tecan? rears Sarat re a f 






































LOOK Here is the most complete unit coverage and 
thorough penetration of U. S. textile buying 


AT THE power available to you. TEXTILE INDUSTRIES 
carries the editorial assistance, industry news 
FACTS: and advertising sought for by mill executives 
* and supervisors in— 
98% of U.S. spinning mills—with 99% of the spindles 
93% of U.S. weaving mills—with 99.7% of the iooms 
78% of U.S. knitting mills—with 98% of the machines 
93% of U.S. dyeing, bleaching, finishing plants and de- 
partments—doing 98% of the volume 
100% of U.S. synthetic fibre manufacturing plants 
You buy no waste circulation. You get more for your advertising 
dollar. Only T. I. gives you this complete unit coverage plus pene- 


tration for textile mill selling. TEXTILE INDUSTRIES is your basic 
advertising medium. 





























Largest total U. S. circulation — largest mill 
circulation in the world 


Member: BPA - ABC - NBP 
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advertising volume April advertising volume down 


2.2%; four-month total dips 


° b = cr ers ® ADVERTISING VOLUME in business 
17Tl usiness Pp Pp papers continued to show a small 
decrease in 1954. A group of 288 
business publications showed a 2.2% 
(826 pages) drop in April and a 
“gi 0.9% (1,381 pages) drop in the first 
four months of 1954. 
The group of 180 industrial pub- 
April/volume 2.1% (in pages) under 1953 lications reported a loss of 178 pages 
pagechange % change (0.9%) for April, and 68 pages 
(0.01%) for 1954 to date. Product 
: news papers showed their first 
5 379 45] monthly loss of the year, dropping 
314] } ). 90 units (2.7%) for April, but 
Boas 1,339 13 6. showed an increase of 68 units 
Total 37,725 38,576 : (0.1%) for the year to date total. 





TC. - 


N + 7 er ect Yr + r y + 
NOTE: ine toliowing ligures must n be quote 





3,880 203 0.9 


33 


1,246 


Trade papers reported a loss of 
Year to date/ volume 0.9% (in pages) under 1953 6.6% (451 pages) in April, and 
dropped 4.5% (1,151 pages) for 1954 
thus far. Export papers showed a 
6.9% drop (93 pages) for April, and 
4.6% (228 pages) for the year. Class 
iEsp : papers reported a drop of 0.4% (14 
4.966 » r: pages) in April, and an increase of 

143,747 145,072 f 0.4% (50 pages) for 1954 to date. 


1953 page change 





90,167 
12,589 


25,573 


Aprilpages Pages to date Aprilpages Pages to date 
Industrial group 1954 1953 1954 1953 Industrial group 1954 1953 1954 1953 


Aero Digest 7 2 269 300 Constructioneer (bi-w.) "§255  §265 714 735 
Aeronautical Engineering Review 5 254 254 Construction Equipment 98 103 41] 374 
Air Force l 2 171 166 Construction Methods & Equipment 166 166 994 611 
American Aviation (bi-w.) § $13 391 386 Construction News Monthly (w.) 87 89 336 346 
American Brewer ~ 214 152 Constructor 64 40 254 234 
American Builder ) 855 849 Consulting Engineer 44 27 165 91 
American City 5 564 592 Contractors & Engineers (93/4x14) 143 150 539 542 
American Dyestuff Reporter $97 388 393 Dairy Record 46] *63 228 226 
American Machinist (bi-w.) 2184 2243 Design News (semi-mo.) 256 251 987 937 
American Printer 9 134 132 Diesel Power 87 75 221 211 
Analytical Chemistry 179 173 Diesel Progress (9x12) 37 50 153 195 
Appliance Manufacturer 2 161 112 Distribution Age 95 39 455 443 
Architectural Forum 659 608 Drilling 109 111 410 421 
Architectural Record 932 985 Drug & Cosmetic Industry 112 101 417 389 
Arts & Architecture 52 65 Electric Light & Power 121 549 543 
Automotive Industries (semi-mo.) 1143 1091 Electrical Construction & Mntce. 185 582 645 
Aviation Age 605 488 Electrical Engineering 96 315 324 
Aviation Week 111] 1145 Electrical West $129 351 411 
Baking Industry (bi-w.) 650 675 Electrical World (w.) 345 1498 1405 
Bedding 89 354 343 Electronic Design 24 265 66 
Better Roads 34 123 128 Electronic Equipment 17 135 69 
Boxboard Containers 85 260 220 Electronics 355 1390 =: 1431 
Brewers’ Digest 54 239 208 Engineering & Mining Journal 159 619 641 
Brick & Clay Record 74 254 223 Engineering News-Record (w.) 44) 1339 1572 
Bus Transportation 85 332 383 Excavating Engineer 43 142 158 
Butane-Propane News 94 349 309 Factory Management & Mntce. 268 1028 1089 
Canner (w.) ae : 182 231 Finish 47 236 205 
Ceramic Industry 113 327 328 Fire Engineering 60 213 206 
Chemical & Engineering News (w.) = 851 828 Fleet Owner 135 493 519 
Chemical Engineering 348 1325 1330 Food Engineering 157 173 611 582 
Chemical Engineering Progress 62 232 213 Food Packer ay. 43 143 172 
Chemical Processing (]229 867 864 Food Processing 97 82 342 313 
Chemical Week 1239 952 785 Foundry 196 190 777 845 
Civil Engineering 61 245 239 Gas 107 89 368 309 
Coal Age : 128 606 619 Gas Age (bi-w.) 78 112 314 385 
Combustion 61 238 213 Heating & Ventilating 105 110 402 417 
Commercial Car Journal $267 739 818 Heating, Piping & Air Conditioning 163 160 761 740 
Construction Bulletin 1224 752 774 « House & Home 145 131 668 534 
Construction Digest (bi-w.) 245 762 Industrial & Engineering Chemistry 120 134 434 464 

Continued on page 112 
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A ea a 
‘ach eas 


L to R: Public Works Commissioner Paul James, Mayor Irving C. Freese and Comptroller Lovis Kupan 
check performance of motor grader on street paving job. 


Insert: Compfroller Lovis Kupan 


How To REACH MUNICIPAL PURCHASING OFFICIALS 


OU want to reach the pur- 

chasing officials, the men who 
buy for the local government. It’s a good ob- 
jective, but don’t let titles fool you. For example, 
consider Mr. Louis Kupan, of the City’ of 
Norwalk, Connecticut (population 49,460). 
Officially he has the title of Comptroller. Act- 
ually he is also Norwalk’s Purchasing Agent. 
When selecting equipment, he works closely 
with Mayor Irving Freese, Public Works Com- 
missioner Paul James, and other department 
heads. All of these officials subscribe to THE 
AMERICAN CITY. 


Only a minority of city and town govern- 








ments have formal purchasing departments, 
headed by a man with a title of Purchasing 
Agent. Even in these towns purchasing recom- 
mendations are made by the city engineer or 
superintendents in charge of public works, 
water works, sewerage, and parks. The City 
Manager and Mayor have their say, too. 
The purchasing pattern differs from town to 
town, depending on the form of government. 
Whatever the pattern, THE AMERICAN 
CITY covers it, reaching both the engineers 
and the administrative officials. Stimulate your 
sales to cities and towns by investing in THE 


AMERICAN CITY. 


The 
American City 


470 Fourth Avenue, New York 16, N.Y. 
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Photographs by A. J. Josephson for Sibley, Lindsay & Curr Co. 


The goods walked out 


Here are 81 reasons for the housewife to 
visit Rochester’s Sibley, Lindsay & Curr Co. 


Where profits depend on volume sales of a 
variety of low-priced items, you need a 
shotgun technique. You need a shotgun 
loaded with pellets certain to rouse a spe- 
cific need in the mind of almost any 
consumer. 


Photography 
does it so well 


Whatever the product, photography serves 
as an effective tool of advertising. Check 
this list of 11 basic functions of advertising 
and see if you are making full use of what 





photography can do for you. 


CJ Market Research—Photo-report- 
ing: still and movie studies of buying habits; 
product application pictures; record shots 
of displays. 

[] Plans and Presentations—Pic- 
tures of typical market conditions. Slides 
for presentation of charts, suggested layouts 
for ads, and dummies for booklets and 
brochures. 

[] Layout and illustration for maga- 
zine and newspaper ads, direct mail, sales 
and service literature, calendars, car cards, 
billboards: product pictures; installation 
and application pictures; background and 
atmosphere photos; photocopies. 

[J Packaging—Product pictures; how- 
to-use photos; photo lettering; photo com- 
position. 

[J Merchandising Displays (window, 
counter, floor)}—Product installation, applica- 
tion and demonstration photos—-small, life- 
size, jumbo; background and atmosphere 
photos. 

[] Trade Shows—Product, ‘installation 
and application photos and blowups. Se- 
quence stills and movies for demonstration. 


EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 


[] Public, Stockholder, and Em- 
ployee Relations—Product, plant, situ- 
ation, candid and portrait pictures for house 
organs (internal and external); photographs 
of new or improved products and on inter- 
esting or unusual events for news release; in- 
stitutional movies; slides for illustrated 
talks. 

[] Sales, Sales Training, and Serv- 
ice—Product, installation, application, and 
service pictures; sales bulletins and manu- 
als; stills, slides, movies for presentations 
and exhibits. 

Television Production—Product 
use and situation movies; stills for commer- 
cials; photographic backgrounds and stage 
props. 

[] Printed Production—Prints, trans- 
parencies, films for. photomechanical re- 
quirements; photocopies. 

[] Administration—Miniature prints 
of layouts and/or ads in process or com- 
pleted; office copying, microfilming for 


record files and storage. 
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Industrial group 


April pages 


1954 


1953 


Pages to date 


1954 


1953 





Industrial Finishing (4!/2x61/2) 

Industrial Laboratories 

Industry & Power 

Inland Printer 

Interiors 

Iron Age (w.) 

Laundry & Dry Cleaning Age 
(11x15) 

Leather & Shoes (w.) 

Lumberman 

Machine & Tc 

Machine Design 

Machinery 

Manufacturers Record 
Aarine Engineering 

Mass Transportation 

Materials & Methods 

Mechanical Engineering 

Mechanization 

Metal Finishing 

Met al Progress 


Met al 


> (41/2x61/2) 


ttlers’ Gazette 
oleum News 
isioner (w.) 


1 News (w.) 
er Trade Journal (w.) 
roleum Engineer 
leum Processing 
vrotous im Re bi 


t ‘hee ineering 

nto 

wer 

2wer Engineering 

actical Builder 

inting Magazine 

roceedings of the I. R. E. 

Engineering 

Production 

Products Finishing (41/2x61/2) 

Progressive Architecture 

Purchasing 

Purchasing News 

Quick Frozen Foods 

Railway Age (w.) 

Railway Freight Traffic 

Railway Locomotives & Cars 

Railway Purchases & Stores 

Railwa* Signaling & 
Communications 

Railway Track & Structures 

Roads & Streets 

Rock Products 

Southern Lumber Journal 

Southern Power & Industry 

Steel (w.) 


b 
Pc 

F 

a 
Pet 
Pet 
oe 
Pj 
Plc 
sf 

p 
PI 
Px 
a 

F 

a 
Pr 
Pr 
) 
P 


m1 
ou 
e 

2] 


Telephone Engineer (semi-mo.) 


Telephony 

Textile Industries 

Textile World 

Timberman 

Tool Engineer 

Tooling & Production (5x7!/g) 
Traffic World (w.) 

Utilization 
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ol Blue Book (41/2x61/2) 


79 
97 
63 
66 
69 
*°667 


74 
106 
95 
65 
97 
*654 


156 
105 


1M 


fez] 


wr wn C) 
ee — _ 
OWRNNK WUE DUAP NH WDM OMD~) 4 


K-NNOWORHOWDODOOWNOK OW> 


— nv 
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wm 
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316 
402 
252 
245 
301 
2458 


118 
428 
912 
1220 
1017 
1208 
166 
358 
121 
699 
570 
396 
328 
641 
351 
136 
925 
136 


294 
413 
350 
227 
406 
2511 


485 
573 
1242 
1027 
1298 
114 
364 
100 
690 
602 
495 
351 
618 
312 
139 
1052 
125 
349 
1232 
215 
676 
625 
523 
312 
516 
580 
363 
2491 
69 
60 
426 
404 


DAD 
a 


981 
608 
859 
391 
650 
620 


243 
870 
364 
610 
220 
696 


Industrial group 


April pages 


1954 


1953 


Pages to date 


1954 


1953 





Wastes Engineering 

Water & Sewage Works 
Water Works Engineering 
Welding Engineer 

Western Canner & Packer 
Western Construction 
Western Industry 

Western Machinery & Steel World 
Western Metals 

Wood Worker 

Woodworking Digest (41/2x6!/2) 
World Oil 

World Petroleum (9x12) 


Total 


Product news group 


86 
67 
140 
69 
57 
152 
218 
65 


18 
72 
57 
65 
42 
109 
65 
113 
50 
94 


April pages 


1954 


1953 


81 
245 
204 
220 
144 
341 
294 
513 
261 
204 
543 
865 
278 


88 
245 
204 
245 
162 
410 
292 
484 
239 
212 
555 
854 
251 


23,677 23, 880 90, 155 90,167 


Pages to date 


1954 


1953 





Volume figures for product news information publications are re- 


ery in 
x10" pages. 

Contractors’ Electrical Equipment 

Electrical Equipment 

Heating & Plumbing Equipment 
News 

Industrial Equipment News 

Industrial Maintenance & Plant 
Operation 

New Equipment Digest 

Plastics World 

Product Design & Development 

Transportation Supply News 


Total 


Trade group 


1/9 page units (approx. 314x43/4"") . . 


163 
328 


144 
835 


195 
778 
276 
387 
14] 


3,247 


184 
385 


128 
829 


213 
813 
292 
353 
140 


3,337 


April pages 


1954 


1953 


651 
1312 


527 
3236 


869 
2955 
1069 
1486 

500 


12,605 


not in standard 


701 
1538 


451 
3285 


852 
2933 
1030 
1304 

495 


12,589 


Pages to date 


1954 


1953 





Air Conditioning & Refrigeration 
News (w.) (111/2x16) 
American Artisan 
American Druggist (bi-w.) 
American Lumberman & Building 
Products Merchandiser (bi-w.) 
Boot & Shoe Recorder (semi-mo.) 
Building Supply News 
Chain Store Age 
Administration Edition 
Combinations 
Druggist Editions 
General Merchandise — 
Variety Store Editions 
Grocery Editions 
Department Store Economist 
Domestic Engineering 
Electrical Dealer 
Electrical Merchandising (9x12) 
Electrical Wholesaling 
Farm Equipment Retailing 
Farm Implement News (semi-mo.) 
Florists’ Review (w.) 
Fueloil & Oil Heat 
Gas Heat 
Geyer’s Topics 
Glass Digest 
Hardware Age (bi-w.) 
Hatchery & Feed 
Hosiery & Underwear Review 
Hosiery Industry Weekly 
Implement & Tractor (bi-w.) 
Industrial Distribution 
Jewelers’ Circular-Keystone 
Lingerie Merchandising 
Motor 
Motor Age 
Motor Service (434x634) 
NJ (National Jeweler) > 
Office Appliances 7 
Photographic Trade News - 
Plumbing & Heating Business 
Plumbing & Heating Journal 


*$$81 
128 
114 


1§375 
206 
228 


34 
§127 


120 
104 
101 
162 
70 
168 
183 
69 
‘$274 
§510 
114 
51 
79 
56 
422 
39 
73 
62 
174 
213 
171 
28 
144 
119 
144 
118 
147 
63 
102 
77 


$62 
125 
115 


$435 
250 
223 


28 
69 


§7¢ 
202 
§309 
159 
36 
155 
125 
169 
128 
151 
83 
116 
94 


276 
558 
513 


893 
743 
978 


128 
417 


529 
446 
396 
630 
295 
815 
359 
255 
680 
1739 
430 
189 
299 
216 
1537 
188 
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new products inquiries 


show HIGH QUALITY 
of AL&BPM 
Readership... 

86.5% from 
executive level 


Yes sir! You get high quality readership, as well as the largest 
net paid dealer coverage when you use AL&BPM. Thousands of 
inquiry coupons, asking for additional information on new 
products, prove it. Owners, corporate officers, managers and buyers 
—executive level readers—compose 86.5% of coupon inquirers, 
as shown by a detailed three-month analysis and tabulation . . . 
reflecting both the high quality of AL&BPM readership and the 
responsiveness of its top level readers. 


That's mighty important news to you, Mr. Advertiser, because 
it means that AL&BPM is not only delivering to you MORE 
dealer coverage, but is being read by the key men. That's right! 
The key executives with buying and selling authority. 


AL&BPM dealer subscribers are the progressive merchants in 
the field, selling 85% PLUS of the $734 billion annual volume. 
Each year they sell bsoader, more diversified lines of products, 
materials and accessories—they are becoming “one-stop” building 
stores selling every type of building product needed for new 
construction, maintenance, improvement and the booming, new 
“do-it-yourself” market. 


AL&BPM is on top because it gives its readers the information 
and practical help they need to operate their business profitably. 
And that makes AL&BPM your number ONE advertising buy 
to reach and sell this huge market. 


Get all tne facts on this $7% 
billion market. Write for your copy 


rican Lumberman 
& Building Products Merchandiser 


139 No. Clark St., (Phone: Financial 6-5380), CHICAGO 2, 








AL&BPM DELIVERS ALL THIS 
READERSHIP built on _ editorial 
vitality . . . giving dealers the 
information, live news and mer- 
chandising help they need to 
sell more of your products. 


TOP COVERAGE. More than 
21,940 net paid retailers, more 
than 2,290 net paid whole- 
salers. 


HIGHEST RENEWAL RATE. 
AL&BPM subscription renewals 
are the highest in the field .. . 
77.93%. All subscriptions are 
sold WITHOUT premiums. 


LEADERSHIP IN MAIL CIRCULA- 
TION. Over 414 times as many 
subscribers sent in their subscrip- 
tions by mail to AL&BPM as 
to the second paper, during the 
6 moaths ending December 31, 
1953. 
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EVER GAVE AN ARCHITECTURAL " 


Almost twenty-six thousand architects and 30,000 
engineers now subscribe to Architectural Record. 
Never before has an architectural magazine made 
accessible to advertisers so many of the architects 27.500 
and so many of the engineers whose designs and 
specifications determine which building products four 
out of five of the nation’s building dollars will buy. 
Periodic checks of Dodge Reports of building 
activity (available exclusively to Architectural 
Record), show that over 85% of the total dollar 
volume of all architect- and engineer-designed 
building, nonresidential and residential, small and mn 
large, is currently in the hands of Architectural 
Record’s architect and engineer subscribers. 
This unequalled and verifiable market coverage 
results from an editorial service that is unique. 
Architectural Record balances and times its 
editorial content with the aid of Dodge Reports to be 17,500 
of constant maximum value to architects and engineers 
in terms of the work on their boards—serves 
the full range of architectural design, nonresidential 
and residential, that comprises the practice of 15,000 
architects and engineers—edits every page of 
every issue specifically for architects and engineers. 
That is why architects and engineers have voted 12.500 
Architectural Record their preferred magazine in 55 
out of 62 readership studies SPONSORED BY BUILDING 
PRODUCT MANUFACTURERS AND ADVERTISING AGENCIES. 
(Ask for the interesting new summary of these studies.) 10,000 
Advertisers, too, endorse Architectural Record 
above all other magazines in its field. 
In 1953 Architectural Record carried 2,931 pages 7,500 
of advertising—an all-time high for architectural 
magazines—and again in 1954 advertisers are placing 
primary reliance on Architectural Record. 


25,000 


29,918 


Architectural 
Record 





20,000 


5,000 
F.W. DODGE 


f Architectural _ 


“GAIN 


from June 1953 
A.B.C. Publisher's Statement 


1,188 


‘Workbook 


of the active 
CORPORATION architect and 


engineer” 
F. W. Dodge Corporation, 119 West 40th Street 
New York 18, N.Y. + OXford 5-3000 


$s 
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ARCHITECTS AND ENGINEERS 


MAGAZINE 








Total Architect and Engineer Circulation 





based on December 1953 A.B.C. Publisher's Statements 








Comprising all “Subscriptions in Company Name, 
* Owners & Corporate Executives, General Managers 


& Managers” in Classification 1 (Architectural, 
Architectural-Engineering Firms & Architects & Archi- 








e 

Pro gressive tect-Engineers in Private Practice”) and Classification 
2 ("Consulting Engineering Firms & Engineers in 

Private Practice”), plus “Registered Staff Architects” 


s 
Architecture and "Staff Engineers” in all Business & Industry 





Classifications. 

















13,999 


Architectural 
Forum 




















LOSS LOSS 
from June 1953 from June 1953 
A.B.C. Publisher's Statement A.B.C. Publisher's Statement 


33 381 
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Aprilpages Pages to date April pages Pages to date 
Trade group 1954 1953 1954 1953 Class group 1954 1953 1954 1953 








6 90 17] 177 School Executive Scho 

108 114 Equipment News 126 480 464 
452 What's New in Home Economics § $127 382 366 
304 ; ee ee 
468 Total 3,127 11,827 11,777 
242 

Ne Pages to date 
ute group 1954 1954 1953 


255 





467 American Automobile (overseas 
342 1) 56 7 281 317 
270 American Exporter (2 editions) 137 13 725 756 
rter Industrial 
129 628 720 
1 (3 editions) 89 335 280 
77 27 348 388 
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=mb« 95 110 86 

April pages Pages to date Farmaceutic 36 : 156 162 
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220 931 904 
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254 
282 
329 
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Ingenieria Internacional 

Construccion 55 7 215 243 
Ingenieria Internacional Industria 70 258 288 
McGraw-Hill Digest 26 87 114 
Petroleo Interamericano 72 227 223 
Pharmacy International 18 85 90 
alee rm eee: ac Revista Aerea Latinoamericana 14 51 60 
ar Ne-sesecer ince apaememae she note Revista Rotaria 3 16 22 
& Laundry World 258 BER a iit a 

: 398 Spanish Oral Hygiene 

19] m (45 16 x 7 3/16) 29 | 126 125 
Hoeplal Management a 146 7 Textiles Panamericanos 48 166 188 
ia od OS al - ts World Mining $163 272 238 
Hotel Management 95 ] Lf : ei eee 
Jotel Monthl 7 55 76 217 ste As : 
Hotel World-Review (w.) (9Y4x14) 9 79 foveal 1246 1. 4.738 4,966 
Industrial Marketing 2 
Journal of the American Medical The above figures include classified and display advertising. 

Association (w.) §329 § ] , Unless otherwise noted, all publications are monthlies and have 
Medical Economics (41/4x63/) Q 95 7 7 standard 7x10 inch advertising page. 
Modern Beauty Shop ] SIncludes special issue 
Modern Hospital 89 179 ‘Estimated 
Modern Medicine (semi-mo.) "Two issues 

(41/,x63/4) ‘Three issues 
Nation's Schools ] l ‘Four issues 
Oral Hygiene (4 5/16 x 7 3/1 12 *Five issues 
Restaurant Management Q 9 Does not include advertising in special Western section 
Scholastic Coach (]7x10 units, sold as pages 
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Media changes. . Ernest H. Weiner . . former assistant edi- sales representative for Industry & Power 
tor, Western Farm Equipment, King Pub- and Consulting Engineer, has been named 
lications, San Francisco, has been named sales manager for Consulting Engineer. 
editor. 

Bob Wettstein . . has been named west- 
George Isherwood . . sales representative erm advertising representative for Food 
for Southern Hardware and Southern Pow- Marketing, Putman-Crist Division, Putman 
er & Industry, W. R. C. Smith Publishing Publishing Co., St. Joseph, Mich. 
Co., Atlanta, has been named to handle 
advertising sales for Textile Industries. Albert Arnst . . former editor of The 
Timberman, has been appointed manag- 
York Raymond M. Thierer . . former sales rep- ing ev.tor of The Lumberman, Portland, 
resentative for Sutton Publications, White Ore., a Miller Freeman Publication. 

Edward S. Lawson . . formerly on the Plains, N. Y., in Denver has been ap- 

business staff of Machine Design, Cleve- pointed district manager in the New York H. Royal Lee . . former sales promotion 

land, has been appointed business man- area. manager of Popular Mechanics, has been 

ager of Automation, a new Penton pub- named promotion and research director of 
lication in the field of automatic control. Industry & Power Publications . . St. Vance Publishing Corp., Chicago. 

His headquarters will be in Cleveland. Joseph, Mich., made the following sales 
appointments: Fred S. Brandt, formerly David Maclellan . . former vice-president 

C. Walter York . . has been named editor with Design News, has been named sales and editor of Maritime Merchant, has been 

of The Canner, Clissold Publishing Co., representative for Industry & Power in appointed editor of Canadian Printer & 

Chicago. the central area; O. D. Young, former Publisher, Toronto. 
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This salesman’s chances are four times better! 


One glance at the picture above will tell you that this 
sales engineer’s chances of getting the order are pretty 
good. For his prospect has already received and studied 
a sales catalog describing the product he’s interested in. 


If the averages hold, this salesman will get the order 38 
times in 100 calls—as compared to only 9 orders in 100 
cold calls! (Figures from national survey reported in 
July by Sales Executives Club of New York.) 


In other words: if your industrial advertising produces 
inquiries and 7f you follow up those inquiries, your 
salesman’s chances of getting the order when he makes 
his call are four times as good. You stand to make four 
times as many sales. 


Now here’s where Aviation Age fits into the picture. 
Aviation Age consistently develops more inquiries for 
its advertisers than all other aviation magazines com- 
bined! Average number—7,500 inquiries per month. 


That’s why more and more advertisers are turning to 
Aviation Age. It produces results! 


The magazine of 
Aviation’s Technical Management 


A CONOVER-MAST PUBLICATION 
205 EAST 42ND STREET 


NB P| NEW YORK 17, N.Y. 





employe communications 


public relations 


Fused? .. Barbershops get ' 


by Robert Newcomb 
and Marg Sammons 


Story in it on Marinette 


Marinette worker. 


Two companies try something 


new in community relations 


At Ansul, free magazine space for neighbor; at Do/More, a switch 


® critics of industry like to repre- 
sent it as thoughtless and frigid. 
The poor, ill-advised act is regarded 
as part of the conventional conduct 
of industry. If industry happens to 
do something manifestly wholesome 
and decent, then there must be 
something wrong somewhere, be- 
cause such things simply never 
happen. 

Every once in a while, however, 
the law of averages turns up an act 
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of industrial management so obvi- 
ously sincere and laudable that even 
the confirmed scoffer can’t find any- 
thing wrong with it. Such an event 
unfolded itself a few months ago 
when one company in a community 
rolled out the red carpet for an- 
other. 

The community relations of Ansul 
Chemical Co., Marinette, Wis., are 
generally regarded as better than 
average. This is a relatively small 


WV 


Industry’s relations with 
Employes/ Stockholders 
Distributors/Suppliers/ 
Neighbors 





concern roughly 600 employes 
. . but it pays a great deal of genu- 
ine attention to its relations with 
people. It goes far to get along. 
Ansul went farther than most a 
few months ago when a neighbor 
opened a new converting plant in 
the area, making community his- 
tory, creating more jobs and con- 
tributing substantially to the in- 
creased prosperity of the area. What 
happened was this: Marinette Paper 
Co., a subsidiary of Scott Paper 
Co., announced that it was to erect 
a new converting plant, “reflect- 
ing Scott’s intention to remain in 
the community and grow with it.” 
As the project developed, an alert 
Chamber of Commerce (which is 
headed, incidentally, by Ansul’s 36- 
year old president, Robert C. Hood) 
decided that such a vote of confi- 
dence in the community should not 
pass unrecognized. Accordingly 
Ansul decided . . as one of two 
principal employers of Marinette 
that it would make the plant 
opening something of a community 
event. 


‘Fuse Plug’ Gives Free Plug. . 
Ansul publishes a sprightly little 
journal called “Fuse Plug” for its 
employes, and Editor Brad Sebstad 
kicked off the salute to Marinette 
Paper with a special feature devoted 
to the converting plant opening and 
Marinette’s happy standing as a pil- 
lar of the community. Readers of 
the periodical noted the article 
called “Good Neighbor” and learned 
by reading it that Marinette buys 
in the area, hires in the area, and 
contributes to the area’s welfare in 
a variety of ways. The editors 
pointed out that Marinette is a 
good company to have around. 

The Ansul concern utilizes a 
noonday radio spot for a news 
roundup, and during the opening 

Continued on page 120 








Plays All Records — 3 Speeds — 331/3 — 45 — 78 rpm 
‘For Use With All Viewlex Projectors 150 to 500 Watts. 
Sound System Or Projector May Be Used Independently, 


Brilliant aca and clear “pell-tone” sound 
in one compact economical unit that has 
delighted every educator and snles-manager 
_ who has ever, heard it.. 

Two permanent needles © Separate tone and 
volume. controls, © Uses filmstrip, slide, or 


‘ntbiindten slide and filmstrip Viewlex pro- 
jectors ® “Light Multiplier’ optical system — 
2”, 3", 5"%,7", Y', 11" lenses available with- 
out change of condenser system. Priced from 
$124.25 up. 

Write Dept. 234 for literature. 


VIEWLEX — are guaranteed for a lifetime! 


35-01 


QUEENS BOULEVARD, 


LONG ISLAND CITY 1, 
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festivities, the paper company was 
given a daily salute. When the 
magazine carrying the Marinette 
Paper article appeared, Ansul saw 
to it that copies reached not only 
its own employes, but all the em- 
ployes of Marinette as well. Extra 
copies were provided so that those 
in the coast-to-coast Scott organiza- 
tion could have a look at Ansul’s 
tribute. 

Ansul, not one to let a gracious 
act collapse for lack of gracious 
finish, arranged for flowers to be 
sent to the Marinette plant when 
the plant opened, and the products 
of two Ansul photographers (who 
spent a day shooting the opening) 
were bound into a neat portfolio 
and presented to the paper-makers 
with their neighbor’s good wishes. 


Get Your Help at Home. . While 
the Ansul-Marinette marriage was 
being consummated in Wisconsin, 
another company in Indiana was 
quietly making history of a differ- 
ent sort, but no less pleasant to hear 
about. It’s the story of a plant 
which decided to convert itself from 
a sales organization to a production- 
and-sales organization, and how its 
management got people to help: 

The manufacturer is the Do/More 
Chair Co. of Elkhart, which was 
founded in 1923. Its basic product, 
a posture chair, was sold in this 
country under a license from a 
manufacturer in England. 

In 1953 the company studied its 
situation and decided to undertake 
the conversion, after 30 years of 
having their chairs produced by 
outside manufacturers. The deci- 
sion involved building a new plant 
and taking on the manufacturing 
operation. 

Where did Do/More get its help? 
Strangely enough, the company 
hired its new production employes 
from the suppliers to staff its own 
new plant. At the same time they 
were building the plant, the com- 
pany people continued to be sup- 
plied by their regular suppliers. The 
transition was so smooth that only 
a 3% drop in sales volume was 
noted. In addition to hiring the 
production people, Do/More started 
off with a touch of genius in han- 
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dling the new employes: it invited 
them to gather up their ideas, sug- 
gestions and gripes and pass them 
on to management. 

When the company was faced 
with a need for expansion, it was 
faced also with a need for working 
capital. One of the major sources 
of funds . . it will surprise many 
to learn . . was the employes’ own 
welfare fund. Following a unani- 


mous vote of approval by the Do/- 
More staff, an employer-employe 
committee worked out the details. 

In Marinette, Wisconsin, and in 
Elkhart, Indiana, everybody feels 
good about the way things have 
been going. People there see the 
joyful results of industry’s doing a 
job up brown. What it takes is 
the human touch, and that is gen- 
erally enough to begin with. 





Communications man of the month.. 


It's not twaddle, not sentiment 


.. he jolts management with a story 


Elmer M. Applegit . . a salty ex-reporter 


® ONE OF THE recent “Explaining 
Your Business” seminars of the U.S. 
Chamber of Commerce was distin- 
guished for at least two things. First 
was a meaty program, and the other 
was a significant verbal postscript 
about one phase of it. In the ele- 
vator following the meeting were 
two executives on the way home. 
One remarked: “1 always thought 
house organs were a lot of twaddle, 
but that fellow changed my mind. 
I think we could do a lot with ours 
if we simply tried a little harder.” 

The person identified as “that fel- 
low” was Elmer M. Applegit, who is 
officially Coordinator of Publica- 
tions for Socony-Vacuum Oil Co., 
New York. He had just scored an- 
other knockout against management 
torpor. 

For the past few years, this 
spokesman for a neglected cause 
has been going around the country, 


literally jolting management listen- 
ers into a more workmanlike ap- 
preciation of a worker’s tool . . the 
long abused employe publication. 

Applegit is no sentimental jour- 
nalist, concerned with holding on its 
feet something that can’t stand by 
itself. He is a salty, deeply prac- 
tical ex-reporter, feature writer and 
copy chief, and he contends . . with 
vigor and sincerity . . that indus- 
trial management has a potentially 
strong voice in the plant publica- 
tion if it will only use it, and use 
it correctly. He does not champion 
for a second the feeble little journal 
of social comings-and-goings, but 
he sponsors ringingly the publica- 
tion that helps tell the story of a 
company’s policies, programs and 
activities. 

Socony’s publication expert va- 
cated the news room for a berth in 
industrial editing with Vacuum Oil 
Co. (with which Standard Oil of 
New York was later allied), so-he 
dates the beginning of his industrial 
editing experience back to the days 
before industrial strife was a topic 
on every management conference 
agenda. He has seen the challenges 
of his craft grow greater, but has 
generally contrived to meet the 
challenges as they approached with 
workable answers. 

The cause of industrial harmony, 
if it could, should pin a medal on 
the Applegit lapel. And another 
one should be pinned on Socony- 
Vacuum for having the practical 
vision to let its communications am- 
bassador go forth among the people 
of management. e 








USE THIS PUBLICATION 
TO SELL THE INDUSTRIAL 
SOUTH AND SOUTHWEST 


NEED 290 TONS OF AMMONIA? That's the 
daily capacity to be reached this year by the 
Mississippi Chemical Corporation on completion 
of their current expansion program. First phase 
of the Yazoo City plant’s extension was com- 
pleted in February, this step increasing their 
ammonia production facilities to in excess of 
180 tons per day. 


For you who seek additional industrial sales, 
the splurging South and Southwest indeed is 
the land of opportunity. Since the start of the 
Korean war half of all new chemical plants built 
in the U.S. have been in this region — your 
most promising market. 


Basic chemicals, however, are only one scene 
in the unfolding panorama. Last year alone 





more than 2,450 varied new industrial plarts 
and major additions were completed in the 


South-Southwest. 


SouTHERN Power ANpD INpbusTRY is edited ex- 
pressly for this great 19-state industrial market. 
It puts advertising in contact with millions of 
dollars of Southern and Southwestern buying 
power untouched by national power and indus- 
trial publications. Schedule consistent space in 
SPI and build your Southern and Southwestern 
sales. 


Southern Power and Industry 


806 Peachtree St., N. E. Atlanta 5, Georgia 
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De Soto Exhibit, Chicago Auto Show, March 13—21 


Feature car on large turntable and revolving cutaway en- 
gine in foreground equipped with sound. Unusual main 
background is fabric back-lighted with copy screen pro- 
cessed, movies in rear. An inviting, quality setting that 


’ 
it takes glamourized cars, allowed comfortable room for public. 


PEOPLE ' i 
ane . o e 
S K L L S NEWEST IN THE LOWEST-PRICED FIELD! © 


EXPERIENCE 


to produce modern exhibits 


¥% WE IK - 





Bold, hard-hitting display for new International Harvester 
Truck, Chicago Auto Show. 12 features flash through back- 
ground on timer, car revolves on turntable, sound recording 
operates at fixed intervals. “World's Most Complete Truck 
Line” featured in balance of exhibit. 


Exhibits today are important SHOW 
BUSINESS, requiring trained creative 
people and workmen of many differ- 
ent skills. Combine these with our long 
experience and you can be assured 


of better results from your exhibits. 
TRY US for quality, dependability, 


service. Eastman Kodak Company Exhibit, National 
Photographic Trade Show, March 15—19 
Dominating identification; effective and economical string 
ceiling ties together elements of large 40’ x 80’ exhibit; 
motion and effective illumination highlight quality products 
of a leading manufacturer. 


e 
LD cnerail exhibits and displays ince. 


C 2100 N. RACINE AVE. CHICAGO 14, ILL. PHONE EASTGATE 7-0100 
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Executive committee asks 
fulltime, paid president, 
bigger staff, $10 dues hike 


™® NEW yorRK .. The most drastic 
reorganization and revitalization in 
30 years is in the making for the 
National Industrial Advertisers As- 
sociation. 

At a history-making session in 
Cleveland, the NIAA executive 
committee voted to: 

1. Establish the office of president 
as a fulltime, paid position with in- 
creased responsibilities. 

2. Change the top elected officer 
(now president) to chairman of the 
board, a strictly advisory post, al- 
lowing the burden of administration 
to fall on the president and his paid 
headquarters organization. 

3. Provide for an elected vice- 
chairman, who will succeed the 
chairman when his term expires, in 
order to insure an informed line of 





William C. Sproull . . pushed the idea. 


succession. 

4. Expand the headquarters ex- 
ecutive and secretarial staff. 

5. Help finance this with an im- 
mediate $10 annual increase in dues. 

The aim is a bigger and better 
NIAA, providing more extensive 
service to the mushrooming indus- 
trial advertising and _ promotion 
field, which has doubled its volume 
since 1946 for a current total of 
$800,000,000 a year. 

This tremendous growth has so 
increased the demands on NIAA, 
say its leaders, that its current rev- 
enue is insufficient to maintain the 
level of service necessary for con- 
tinued progress. NIAA itself has 
nearly doubled its size in the same 
period, for a present total of about 
4,500 members. 

To meet the problem, the bold, 
new program was developed by, and 


has the support of, the present lead- 
ers of NIAA. Action on the pro- 


George L. Staudt . . will spearhead plan. 


News _ 


gram started when the board of di- 
rectors, headed by NIAA president 
William C. Sproull, director of ad- 
vertising, Burroughs Corp., Detroit, 
directed the association’s policy and 
planning committee and the execu- 
tive committee to study the organ- 
ization structure and make recom- 
mendations for revamping. 

The two committees produced the 
program outlined above. 

Further details of that program 
include: 

It appears likely that NIAA will 
change its name. The policy and 
planning committee recommended 
that the name be changed to the 
Association of Industrial Marketers. 

Headquarters will take over the 
complete task of operating annual 
conventions, starting with the 1955 
convention in Washington. This 
will relieve the chapters of the 
prodigious committee work and re- 
sponsibility of operating the annual 
conferences, and will take fuller ad- 
vantage of the continuity and ex- 
perience of the headquarters staff. 

Continued on page 124 


Blaine G. Wiley . . outlined the needs. 


Key men in NIAA reorganization plan . . action now, blueprint for future 
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NIAA NeCWS 


begins on p. 129 


The executive committee unani- 
mously recommended that the in- 
coming board of directors retain the 
services of Blaine G. Wiley, who is 
NIAA executive secretary in the 
present association structure, for 
the coming fiscal year. 

The committee also unanimously 
recommended that the headquarters 
staff be increased as soon as pos- 
sible by the employment of one ex- 
ecutive assistant, at a salary not to 
exceed $10,000, one secretary and 
one stenographer. 

Between now and the annual con- 


ference at Montreal June 14-17, 
NIAA’s leadership will work to 
rally support for its program among 
local chapters. All that remains 
then will be endorsement by the 
board of directors and a vote of the 
NIAA membership at Montreal. 

Enactment of the program will 
require considerable overhauling of 
the NIAA constitution and bylaws. 
The man to spearhead that job is 
George L. Staudt, advertising man- 
ager, Harnischfeger Corp., Milwau- 
kee, whom president Sproull has 
appointed chairman of the constitu- 
tion and bylaws committee. 


NIAA at Crossroad .. Mr. Sproull 
has sent a letter to all NIAA di- 





Ask yourself. . 


What does the NIAA mean 


to the industrial advertising man? 


# NIAA president William C. 
Sproull has sent a letter to NIAA 
directors, urging support of the 
new reorganization program and 
listing 12 points under the head- 
ing, “What does NIAA mean to the 
industrial advertising man?” 

Urging directors to study the 
proposed program, Mr. Sproull 
said: 

“But before you do so, ask your- 
self critically: what does a well- 
organized, effective NIAA mean to 
me as an individual member and 
to the fellow chapter members I 
represent?” He followed with his 
list: 

1. NIAA has been a leading fac- 
tor in bringing industrial advertis- 
ing to its present higher standing as 
a “profession”. , 

2. It has helped to give new 
stature to the industrial advertis- 
ing practitioner by vocational de- 
velopment. 

3. It has gained greatly increased 
recognition for industrial adver- 
tising in management circles, as an 
essential part of the over-all selling 
operation. 

4. It is constantly working to- 
ward the training and education of 
new men for the industrial market- 
ing field in our colleges and uni- 
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versities. 

5. It has brought about stand- 
ards of practice that make the in- 
dustrial advertising job much more 
effective. 

6. It has produced many studies 
that help to determine markets, and 
the best ways of reaching them. 

7. It has produced much statis- 
tical information as a_ guide to 
budget-making and choice of media. 

8. It has done much to spread 
knowledge of the best techniques 
for producing better advertising. 

9. It has brought about greater 
uniformity in business paper prac- 
tices, making the job of selection 
easier end more certain. 

10. It has provided, through 
committee work, many studies of 
specific areas of advertising and 
marketing, in which top-flight ad- 
vertising men pool their abilities. 

11. It provides opportunities, in 
chapters, regional and national 
meetings, for association with men 
of similar interests and the ex- 
change of ideas and experiences. 

12. It will provide members. . 
through the Industrial Advertising 
Research Institute established by 
NIAA . . with penetrating studies 
of marketing problems vital to 
them. & 


rectors, urging their support for the 
program. Enclosed are reports 01 
the various committee meetings. 
One report says: 

“As an officer representing your 
local chapter, and as a business ex- 
ecutive with an active interest in 
the growth of the profession of in- 
dustrial advertising, you recognize 
that the collective effort of mem- 
bers, expressed through our nation- 
al organization, has helped all of us 
make substantial progress. We not 
only benefit by the interchange of 
ideas and the efficiency of collective 
action, but by working together 
have built substantial managerial 
recognition for the advertising func- 
tion in business. 

“Today your national organization 
is at a crossroad: we must decide 
on our future course . . the same 
basic decision that is being made by 
all leading professional associations. 
We must, collectively, answer three 
questions: 

“1. Should the growth and effi- 
ciency of industrial advertising and 
its related techniques be further 
stimulated by expansion of services 
to individual members? 

“2. What must we do organiza- 
tion-wise as an association to main- 
tain the present level of services 
and progress? 

“3. What must we do to imple- 
ment our program and thus face up 
to the challenge of the next five 
years? 

“These problems are not new: 
they have been discussed intensive- 
ly for several years. Now we are 
at a point where action is de- 
manded.” 


Men Behind the Plan . . A plan 
for that action now has been sup- 
plied by the policy and planning 
committee, headed by William H. 
Collins, director 
of advertising, 
Dravo Corp., 
Pittsburgh, and 
the executive 
committee, 
which is headed 
by the NIAA 
president. 

The policy and 
planning committee, in addition to 
Mr. Collins, includes William K. 
Beard, Jr., Associated Business 

Continued on page 126 
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HELP YOURSELF TO THIS 


War's your particular advertising problem . . . 
how to handle inquiries—how to get case stories—how to 
present budgets? At a typical NIAA chapter round table, 
subjects like these get a thorough going-over. 

Who are these men? Your business partners in industrial 
advertising: advertisers, agency men, representatives of media 
and the graphic arts. Everybody, in fact, with a personal stake 
in industrial advertising. Thus the broad experience of the 
group makes NIAA a gold mine of ideas for each individual. 

Don’t be a lone wolf when you can draw on the help, 
experience, and friendship of this business-like team. Send 
that coupon today, and get the full story on how NIAA 
membership can brighten your future. 


NATIONAL INDUSTRIAL 
ADVERTISERS ASSOCIATION 


— he Bene ee 
Comal Aiy Ne 


The Advertising Man’s Best Buy! 


NIAA ... che largest individual membership 
advertising organization in the world; almost 
4000 people associated with industrial adver- 
tisers, advertising agencies, publications, and 
the graphic arts. Chapters located in 33 cities 
in the U. S. and Canada; memberships-at-large 
available to those who do not live in or near 
chapter cities. 


NIAA continuing programs, at the chapter or 
national level, include: Advertising Awards, 
Budget Survey, Business Paper Readership, 
College Cooperation, Conventions and Exhibits, 
Industrial Advertising Effectiveness, Manage- 
ment Relations, Media Practices, Research 
Planning and Control, Interassociatidn Relations. 


Get: the whole story | 








National Industrial Advertisers Association 
1776 Broadway, New York 19, N. Y. 


Please send me a copy of the booklet “If You 
Sell to Industry”, describing what NIAA has to 
offer me, plus list of chapter locations. 


Nature of business 
Address 
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Publications; G. Reed Schreiner, U. 
S. Steel Corp.; Richard C. Sickler, 
DuPont; and Forrest U. Webster, 
Detroit marketing consultant. 

Members of the executive com- 
mittee, in addition to Mr. Sproull, 
who were present at the Cleveland 
meeting where the program was ap- 
proved include NIAA past president 
Gene Wedereit, Tube Turns and 
Girdler Corp.; Arthur W. Cowles, 
Henri, Hurst & McDonald; J. A. 
Duvall, A. O. Smith Corp.; Robert 
C. Myers, U. S. Steel; Frank 
Wright, Cockfield, Brown & Co., and 
NIAA executive secretary Blaine G. 
Wiley. 

That meeting was opened by 
president Sproull, who stated that 
headquarters staff and facilities are 
overtaxed and opened discussion of 
the planning and policy committee’s 
recommendations. William K. Beard, 
speaking for the committee, re- 
viewed its thinking and its recom- 
mendations. 


The Choices for NIAA .. Reiter- 
ating the need for an end to talking 
and for definite action, he said that 
the committee believed NIAA must 
choose whether to: 

1. Go back to the old system of a 
loose confederation of chapters with 
a minimum staff to handle the cler- 
ical details only. 

2. Stay as it is now. . “more help 
is needed in headquarters to do 
even that.” 

3. Expand NIAA into a strong in- 
ternational organization capable of 
doing more things for individual 
members. 

Mr. Beard then reported the corn- 
mittee’s recommendations for reor- 
ganization and dues increase. Vice- 
president Duvall, who is responsible 
for policy on the executive commit- 
tee, requested executive secretary 
Blaine Wiley to outline headquart- 
ers needs for servicing members. 

Mr. Wiley observed that when he 
joined headquarters in 1948, the 
staff totaled four people and few 
services were offered or demanded, 
whereas today’s staff has increased 
to six persons, serving more than 
1,000 additional members. 

Asserting that present demands 
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on every member of the staff are 
beyond the possibility of perform- 
ance, Mr. Wiley said that the im- 
mediate minimum need is an addi- 
tional assistant and an additional 
secretary and that the assistant 
should devote most of his time to 
detail work in preparation for the 
annual conference. 

He proposed an “ideal” staff com- 
posed of an executive secretary, 
three assistants with a secretary for 
each, an office manager and an as- 
sistant, and a mail room boy . . a 
total of 11 persons. He said that 
present office quarters would not be 
adequate for this staff and that new 
quarters and additional equipment 
would be required in this type of 
operation. 

Vice-president Myers said that he 
felt that all were in agreement on 
the need for a larger headquarters 
organization but faced the task of 
determining how large it must 
necessarily be. 

Mr. Wedereit asked whether the 
strength of NIAA lies in the chap- 
ters or in membership in the na- 
tional organization. Mr. Duvall re- 
plied that NIAA’s strength lies in 
individual members. He stated that 
NIAA has some weak chapters who 
necessarily look to headquarters for 
greater help and that if those chap- 
ters can be strengthened, the whole 
association would be stronger. 

Mr. Webster asked whether NIAA 
could set up a five-year program 


increasing the dues each year until 
the ultimate goal for income had 
been reached. 

Mr. Sproull commented favorably 
on the membership increase so far 
during his administration, but ex- 
pressed disappointment that the 
larger increase he had hoped might 
relieve our financial situation to 
some degree had not been realized. 

Mr. Cowles said that perhaps 
NIAA is not ready for company 
membership, but that members 
should be informed that the ques- 
tion is being studied. 


Time for Growth . . The new 
program then was offered in the 
form of a resolution by Mr. Duvall, 
and was seconded and passed. The 
resolution pointed out that NIAA’s 
tremendous recent growth has giv- 
en it “the largest individual mem- 
bership of any advertising organiza- 
tion in the world, representing hun- 
dreds of leading companies [and 
that] NIAA has proved its effec- 
tiveness in winning from manage- 
ment greater recognition of indus- 
trial advertising as an indispensable 
tool of selling and has fostered, and 
is continually fostering, better 
standards of industrial advertising 
and improved methods of advertis- 
ing performance.” 

The resolution continued _ that 
“the tremendous growth of indus- 
trial advertising has increased the 
demands for and broadened the 

Continued on page 128 





What members can expect. . 


NIAA’s executive committee says 
that you, the NIAA member, can 
expect these benefits from _ reor- 
ganization: 

Faster growth in stature and rec- 
ognition for your association and 
your profession. 

Greater help on individual job 
problems when you request it. 

Bulletins on taxes and legislation 
affecting advertising. 

A bigger and better reference and 
loan library. 

More material distributed free 
and at cost to members. 

Better annual conferences. 


What chapters can expect .. 


More program help, inc\uding 
program ideas, speakers, reports on 
program successes, failures. 

More vigorous membership pro- 
motion help. 

More help on local and national 
publicity. 

Simplification of “paper work.” 


What committees can expect. . 


Constant, direct liaison by head- 
quarters staff member with each 
NIAA committee. 

Relief from detail work, which 
will be done by the staff member. 8 























Nise 











The 300 Billion Daotlar Question 
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The 300 Billion Dollar Question... 


The more than 300 billion dollar national income 
of the United States in 1953 gave a greater purchasing 
power to the people of this country than had ever 
before been known to man. 


No Socialist or Communist has ever been able to truth- 
fully answer “yes” to this 300 billion dollar question: 


“Can you name one case in all history where the tools have 
been operated as productively by the states as by private 
individuals, or where the employees have ever had as 
much goods as they enjoy under American capitalism?” 


The United States’ great and efficient use of tools 
stems from the two things no state ownership system 
offers: individual freedom and the right to private 
property. Our people enjoy the opportunity for 
education and the right to choose the kind of work 
they want to do, to buy or sell as they please, to save 
to own property or tools, to invest and make a profit 
and keep it. As a result we have had the incentive 
to invent, buy and use more tools to produce more 
goods for everyone than has any other nation. 
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The above message is from 
a series of advertisements written for our client, 
The DoALL Company 


RUSSELL T. GRAY, INC. 
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scope of the services required of 
the association” so that it must “be 
prepared to meet the challenge of 
the future.” 


Sell advertising’s value to 

top management, NIAA urged 

® LOS ANGELES .. A big task of in- 
dustrial advertising managers is to 
convince production-minded top 
management about the value of ad- 
vertising, speakers told a regional 
marketing conference of the Indus- 
trial Advertisers of Southern Cali- 
fornia. 

Conference speakers included 
Stan M. Sargent, director of the 
business publication program of 
Daniel Starch & Staff, New York; 
D. C. Benton, advertising and sales 
promotion department, General 
Electric Co., Schenectady, N. Y.; 
D. C. Hooper, manager, market 
planning department, Westinghouse 
Electric Corp., Pittsburgh. 

Mr. Sargent said “top manage- 
ment in (industrial) companies are 
accustomed to measuring, weighing, 
testing and counting the things they 
produce.” 

“It is all too often suspected by 
management that because there is 
no evidence of what their advertise- 
ments are accomplishing that they 
are getting nothing in return,” he 
said. 

Mr. Sargent pointed out the value 
of inquiry reports and readership 
studies in convincing management 
of advertising’s worth. 

Mr. Benton said “a _profit-and- 
loss type boss frequently sees the 
advertising program as a sizable ex- 
penditure of questionable value, 
rather than as an investment which 
reduces the cost of producing sales.” 

“This doubtful impression can be 
counteracted only by securing and 
presenting adequate measuring of 
the programs produced, and back- 
ing this information with a demon- 
strable knowledge of the engineer- 
ing, manufacturing and marketing 
phases of the business,” Mr. Benton 
said. 

Mr. Benton predicted an extreme- 
ly healthy business climate during 
the next decade, which, he said, will 
see “hundreds of new industries, 
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thousands of new plants and mil- 
lions of new industrial workers.” 

He said there will be a constantly 
increasing demand for new super- 
visory people, who, because they 
are learning their jobs, will place 
emphasis on decision and action 
rather than long range planning. 

“These men will need information 
desperately, but because of the de- 
mands of their jobs, they won’t have 
the time for the reading necessary 
to get it,’ Mr. Benton said. 

He predicted these major chal- 
lenges to the industrial advertising 
man in the next ten years: “more 
required reading by customers and 
less time to do it, constant changes 
in job assignments resulting in dis- 
ruption of mailing lists, and a ter- 
rific increase in the volume of com- 
petitive advertising.” 

Mr. Hooper outlined five steps in- 
dustrial companies should take in 
marketing planning: 

1. Take stock of facilities and 
skills and ask ourselves in what 
fields we are best equipped to make 
our maximum contribution to so- 
ciety. 

2. Define the scope of future ac- 
tivities. 


3. Build confidence in ourselves 
as experts in our chosen field. 

4. Set long range sales objectives 
with the help of business forecasts 
and develop sales programs to as- 
sure attainment of the objectives. 

5. Review policies and practices 
to make sure we are just not blind- 
ly following established custom. 

Mr. Hooper told how his company 
planned marketing in the air han- 
dling field. 

The first step, he said, was mak- 
ing a rough estimate of the national 
product market and its prospects 
through studies of the Census of 
Manufactures, association reports, 
financial reports and trade papers, 
and knowledge of those associated 
with the industry. 

Sales personnel helped determine 
the industries that were the best 
prospective customers for air han- 
dling equipment. Then using the 
national market findings, and the 
sales personnel analysis, the compa- 
ny arrived at a dollar estimate of 
sales prospects in each industry. 

Building on these findings, a sales 
goal was set, territories were laid 
out and balanced and supervisory 
districts were set up. ® 





NIAA 


aa) Allan Brown, Finance Com- 
mittee chairman, reports: 

The committee’s job was to raise 
$10,000, and we hav: collected over 
$5,000 from the members to date, 
and an additional $5,000 has been 
promised by the publishers in the 
near future. 

I am now working on a financial 
plan for the association which will 
provide a steady income for run- 
ning expenses without relying on 
further contributions. 

It might be possible for r1npuUs- 
TRIAL MARKETING to run a series of 
articles with a view of encouraging 
advertising men to bring to the at- 
tention of the executives of their 
respective companies the value of 


op 


FROM THE MAY 1929 ISSUE OF INDUSTRIAL MARKETING 


the work being undertaken by the 
National Industrial Advertisers As- 
sociation. 

In this connection, there is one 
outstanding fact resulting from this 
recent financial campaign, and that 
is, although we have over 800 mem- 
bers, there have been only 120 who 
have contributed toward the es- 
tablishment of the headquarters and 
research organization. If the rest 
of these members believe in the 
purposes of the NIAA, I think it 
would be at least a proper gesture 
to send in a contribution, no matter 
how small the sum, so that they 
may be listed as the original con- 
tributors toward the headquarters 
plan. 








SHOWMANSHIP... 
that sells! 


The GULF disc is as familiar to motorboat enthusiasts 

as it is to motorists ... and means quality products and dependable 
service. Thousands visiting this exhibit at the 

National Motor Boat Show learned how GULF marine products 

and the famous CRUISEGIDE service combine to add zest to every cruise. 


If you need more SELLmanship in your exhibit . . . consult us. 
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NIAA’s Leaders Take a Courageous Step 

® In its barest simplicity, the National Industrial 
Advertisers Association faces an organizational 
to “make it do” with the present or- 
ganizational structure, devised when NIAA was 
smaller in size and scope than it is today, or to 
make a bold move toward becoming an associa- 
tion that will make bigger demands of, and offer 
greater rewards to its members. 

It takes a good executive who is an experienced 
advertising man to head up the National Indus- 
trial Advertisers Association. The calibre of 
NIAA’s past presidents and the positions they fill 
in business and industry testify to NIAA’s ability 
to find the man for the job. But it is no secret 
that NIAA has to seek the man, “sell him” on the 
challenge of the job and help him convince his 
management that his time can and should be 
spared for it. 

Will NIAA continue to find its man? And 
once “found,” will he continue to find sufficient 
time to serve both his company and his associa- 
tion as both need and deserve to be served? 

That is questionable. The job of NIAA presi- 
dent makes tremendous demands on the time of 
the man who fills it. The usual estimate is that 
he spends at least 50%, and often considerably 
more, of his working hours in the service of the 
association. 

NIAA president William C. Sproull, the execu- 
tive committee and the policy and planning com- 
mittee have conceived a courageous and ambitious 
program that should solve this problem and offer 
a bigger, stronger NIAA staff. The program pro- 
vides for a paid president who would devote his 
full time to the policy and planning, committee 
meetings, travel and speeches that NIAA demands 
of its top executive. As in so many modern trade 
and professional associations, the top elected lead- 
er . . the chairman of the board . . will exercise 
the membership’s direct control in an advisory 
capacity. 

Some of the benefits you reap from NIAA are 
like those of industrial advertising itself; they are 
long range and hard to measure. Industrial ad- 
men are familiar with this type of problem. That 
should make their understanding of NIAA’s re- 
organization program, and its future potentialities, 
that much fuller. 

One of the changes expected to come with the 
new program is a change of association name to 
Association of Industrial Marketers. We like the 
present name; it is unmistakably clear. But 1n- 
DUSTRIAL MARKETING favors the new name, because 


decision: 
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it points NIAA and industrial admen in the right 
direction. Everyone knows that a good market- 
ing strategist .. who knows his markets and how 
to keep abreast of them, who knows his distribu- 
tion system, prices and the competition thoroughly 

. is considerably more valuable to business than 
the adman who is an advertising technician alone. 
Leading industrial advertising men and their top 
managements have continually reminded us that 
we must be management men and marketing men 
first, and advertising technicians second. The 
new name will dramatize and serve to remind us 
of this fact. 

The name can serve an important public re- 
lations function, as well. The public generally 
still has much to learn about industrial advertis- 
ing. Even some managements still mistakenly 
view industrial advertising as an expense rather 
than as an investment to reduce selling costs. But 
to the public, the word, “marketing,” appears to 
have a different and more favored connotation 
than does “advertising.” Teaching the public that 
good advertising is a part of marketing may come 
easier if emphasis is given to the marketing role 
of industrial admen. 


Advertising as a Policy 

= A recent announcement of the American In- 
stitute of Management listed the companies which 
in the opinion of this organization enjoyed the 
finest management during 1953. While we have 
no information as to the criteria employed in 
making this determination, we were impressed by 
the fact that all of the companies listed are well- 
known as advertisers, and consistently use ad- 
vertising to explain and promote both their pol- 
icies and their products. 

A number of the companies listed by the In- 
stitute sell to industry, and it would probably be 
agreed that the outstanding examples of good 
management in this field are characterized by an 
intelligent use of advertising and other modern 
marketing methods. While this doesn’t necessarily 
mean that “it pays to advertise” regardless of all 
other considerations, it does clearly indicate that 
the most successful and best managed companies 
have found, in practice, that advertising serves an 
important purpose and enables them to accelerate 
progress in the expansion of their markets and 
sales. 

Thus it is evident that the advertising policy is 
now generally accepted by practically all the 
leaders of American industry. 
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What a spot for a sales pitch, IF... 


It’s the big game in the Gump Corporation softball the Gump people on the sidelines would stop rooting 
65 I I p peof if 8 


league. Everyone’s there. What an opportunity for for their favorites. And IF anyone at the ball game 

a salesman to talk to ALL the people who influence would take time to listen to him! 

purchasing. What an opportunity, IF... But a salesman can forget about all these IF’s, 
IF the shortstop (foreman, No. 3 shop): would IF he has the aid of advertising in the magazine 

quit chasing the ball .. . IF the batter (chief acc’t) read by people on every level of business and 

would pause en route to first...IF the pitcher — industry: The Saturday Evening Post. It gets to ALL 

(Gump himself) would come down to earth... IF the people who mean business. 


ae 
The saturday Evening 


Wish OAQSSAOSAeS 


—gets to ALL the people who mean business 
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Me _™~ 


Fred J. Dunne 


Dual background serves well 


Speaking before the Hartford Chapter of 
NIAA, Fred Dunne was nabbed as officer ma- 
terial. He became president this year, and 
club membership has increased sharply. Ex- 
editor of two suburban newspapers, he’s had 
five years in diversified manufacturing. Fred 
parlayed past experiences to become assistant 
ad manager first at Thomas A. Edison, Inc., 
later at Pratt & Whitney. He is now ad man- 
ager of Heli-Coil Corp., Danbury, Conn. 


Hugh E. McDonald, Jr. 


Ad man with a sole 


Perfect example of a man who’s worked his 
way up from ground level is Hugh . . he started 
his career as advertising manager for a chain 
of retail shoe stores. One year of that gave 
him the basic knowledge he wanted, so he 
moved to the James H. Matthews Co., ?itts- 
burgh marking device manufacturer, where 
he directed advertising for eight years. Since 
1945, he’s been an account executive in the in- 
dustrial division of Walker & Downing, Pitts- 
burgh agency, handling a variety of accounts. 
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Arno O. Witt 


A background of real merchandising 


Now celebrating his 37th anniversary with 
Schramm, Inc., West Chester, Pa., air com- 
pressor maker, Arno Witt learned the rudi- 
ments of advertising when he began his selling 
career in the drug and tobacco specialties field. 
Currently his company’s sales promotion man- 
ager, he received his training through calling 
on country stores, where he helped with win- 
dow displays and even tacked up signs and 
small billboards. A member of Eastern Indus- 
trial Advertisers for 25 years, he was NIAA’s 
board chairman in 1944 and again in 746. 


R. T. Wilson 


From dance bands to sales 


Bob Wilson, newly appointed general sales 
manager for all properties of Gillette Publish- 
ing Co., Chicago, played and sang with dance 
bands ten years, underwrote insurance two 
years and rose from army pyivate to captain 
during World War II. He joined Gillette in 
1946, advanced through sales ranks to become 
midwest manager, Roads & Streets and County 
& Township Roads (1951), then became gen- 
eral sales manager last March. He and Mrs. 
Wilson have a daughter, Robin, 3. 































































































PHB readers do 80% 


of the Business... [RMeIm ...because 
| they sell 
and service the job 




















PHB sell, service and install plumbing and 

heating products from appliances to complete 

- kitchens and bathrooms...all of the plumbing 

| and heating requirements, in fact, in the 
American Home. 


and they ask for PLUMBING & HEATING BUSINESS 


{iv 


In addition to the 11,588 members of — 
the NAPC who receive PHB, 11,628 non- 
Reach the TOP members read PHB as well because they 


have asked, in writing, fer industry's 


of the Market =m largest circulation full-service magazine. 








PLUMBING & HEATING BUSINESS 


Industry's Largest Circulation Full Service Book 


5941 Grand Central ‘Terminal Building . New York 17, New York 
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Industry needs better sales 


A manufacturing executive talks about industrial selling 


By Ray P. Powers 


® THE MANUFACTURING picture has 
taken on new characteristics in the 
last six months which are going to 
have a direct effect upon your busi- 
Once put in proper 
perspective, management’s goals 
have taken on new meaning for 


ness and mine. 


industrial suppliers. 

The basic problem . . and we all 
have the same problem whether we 
are in industrial marketing or con- 
sumer marketing . . is one that is 
related to the out-of-balance indus- 
trial situation where all the empha- 
sis has been on production. 

As a result of 13 years of expan- 
sion since the build-up for World 
War II, mostly at breakneck speed, 
we have plant capacity in this coun- 
try today capable of producing mili- 
tary goods at the rate of $47 billion 
annually, and civilian goods and 
services at a rate of $310 billion an- 
nually. At this level of production 
we employ nearly 60,000,000 people 
at record high wages, not only in 
dollars but in real _ purchasing 
power. 

That is the measure of American 
industry’s production capability. 
Right now we are in the process 
of trying to adjust to it. 


To Market, or to Pot? . . Among 
the chief problems is the rebuild- 
ing of our marketing strength, 
which was so badly sapped by the 
13-year sellers’ market. 
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What happened in the automobile 
industry in the last four or five 
months of 1953 is to me a classic 
example of this problem. Nothing 
happened . . except that the indus- 
try had tremendously expanded 
production which was turned loose 
when controls were taken off and 
our distribution system was not 
ready. The result was what ap- 
peared to be general disorganization 
of the automobile market. 

What happened shouldn't 
been a great surprise to anyone, 
however. We knew that until last 
July or August the automobile in- 
dustry had not had to sell its pro- 
duction for 13 years. In that time 
its marketing skills went to pot. 
New salesmen weren't trained to 
sell against real competition. The 
auto industry is not, however, the 
exception. Rather it is typical of 
the marketing structure of Amer- 
ican business today. 

This may seem like a pessimistic 
statement. I see nothing in the sit- 
uation, however, that a little time 
and a lot of work won’t cure. Re- 
member, when World War II came 
on, production wasn’t ready. We 
went through 18 months of painful 
adjustment then before war mate- 
rial really began to roll from our 
factories. But production people, 
when given the job back in 1941, 
didn’t quit and they didn’t cry. In- 
stead, they adopted the attitude that 


have 


Can Suppliers Sell Him? . .Ray 
Powers of Packard has something to say 
to industrial suppliers and how he expects 
them to sell to him. His views, which 
may be shared by many other big indus- 
trial buyers, are particularly important 
now, since Packard only since the war 
has shifted from a policy of self-contain- 
ment to heavy buying from outside sup- 
pliers. 


Mr. Powers, further, has had a long, close 
look at industry’s needs: he started 30 
years ago as an apprentice tool maker 
and rose through production channels to 
top management. 





nothing was impossible. 

As you and I know, all factories 
didn’t make production goals 
they didn’t all fly the Army and 
Navy “E” for excellence. But the 
majority came through. And many 
businesses which were then new 
or small came to greatness as a re- 
sult of their experience. 


Now It’s Distribution . . We are 
entering that kind of adjustment in 
distribution right now. It is my 





personal conviction that the great- 
est progress can be made in the 
shortest length of time in rebuild- 
ing selling strength at the retail or 
dealer level. I do not say this be- 
cause I am at the manufacturing 
end of the marketing process. I 
say this because I am among those 
who believe that demand can be 
created for all types of goods above 
those needed for subsistence. 

There are still too many people 
. . plenty of them in the manufac- 
turing end of industry . . who be- 
lieve that selling is, at best, a sort 
of a service which brings together 
existing demand with production. 
That attitude is a hold-over from 
the handicraft days when shortages 
were chronic and it was literally 
impossible with the production 
abilities. of the day to produce 
enough to satisfy even the minimum 
human needs. 

The development of mass produc- 
tion changed that picture complete- 
ly. It made necessary development 
of the art of mass distribution. 
The two mass production and 
mass distribution . . are as insep- 
arable as Siamese twins and both 
depend upon creation of demand. 

Today we know we have the larg- 
est and most efficient physical plant 
for the production of goods in this 
nation’s history, and government 
statistics show that the American 
consumer is in an extremely strong 
financial condition. The two can 
only be brought together by dis- 
tribution, the conveyor belt between 
production and consumption. 


A Switch to Lower Costs . . Now 
let us return to take a closer look 
at just what this means to produc- 
tion people and industrial suppliers. 
Production has been called upon to 
play a new roll in the light of the 
present economic climate. For the 
first time since 1941, the keynote 
in production is not going to be 
volume . . rather, quality and low- 
er unit costs. 

The basic solution, of course, is 
to develop new ways, new methods, 
new machines to do the jobs. And 
we are going to have this develop- 
ment if we are to even hold our 
cost range where it is now, much 
less reduce it. This then is the 
challenge to industrial suppliers. 
They are the people upon whom 


we in consumer production must 
depend. 

Many suppliers with whom I have 
had the pleasure of working in other 
business ventures, know what I 
mean, because they know how 
strongly I feel that this is a matter 
of partnership in business. For 
business to be successful calls for 
team work. Whether we are pro- 
ducers of the end product makes 
no difference. That product is the 
result of our combined efforts. 

This being true, then our interests 
are obviously not only mutual but 
inseparable. They are one and the 
same . . they cannot be divorced. 
We look upon our suppliers as one 
side of a triangle which includes our 
factory people and our field organi- 
zation. 

For a long time, many manufac- 
turers trying to live up to volume 
production requirements didn’t want 
to change their methods, didn’t want 
new machines. Too often the rela- 
tionship between manufacturer and 
industrial suppliers became one of 
routine servicing of the account 
with the products the supplier had 
to sell. 

Now, both production people and 
the suppliers are faced with meet- 
ing these new production demands 
at the same time management and 
consumers are questioning price. 
Too little advance work has been 
done. 


How to Sell to a V. P. . . Work with your customer in his own plant. 


Powers sales advice to industrial suppliers. 


Raise, Call or Quit? . . First, l 
think it calls for a decision as to 
attitude among industrial suppliers 
just as it does among retailers. Do 
we want to stay in the game or do 
we want to take our chips and quit? 
Do we want merely to go along, not 
getting out but doing just enough 
. working just enough to get by? 
Or do we want to put everything 
we've got into the deal and fight 
and work to grow and prosper. 
Consciously or otherwise, every 
industrial supplier is going to 
choose one of those three courses. 
As I see it, 1954 will be the year 
of decision for each of us as to what 
we are going to do to adjust to the 
first big and lasting change in pro- 
duction requirements since 1941. 
Next, I think it calls for a close 
look at marketing methods among 
industrial suppliers. Take the ma- 
chine tool builders as an example. 
Their product development is evo- 
lutionary. They work closely with 
their customers, coming up with 
added refinements all the time. 
Their profit is in obsoleting the 
equipment and methods we already 
have and selling us the new ones. 
That phase of supplier service to 
industry is well understood. 


You Need More Research . . 
What I think every supplier must 
come back to is a similar type of 
is going to have to 


on page 136 


service. He 
Continued 


That's Ray 


Above, a supplier engineer does just that. 
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Industry needs better sales engineering . . begins on p. 134 


broaden his scope beyond the pres- 
ent products and processes he has 
had on his books to sell. He is go- 
ing to have to come in and learn 
what our problems are and come up 
with a solution. And he is going 
to have to spend more money than 
he is spending now on his own re- 
search in this respect. 

The areas in which every manu- 
facturer needs help and new meth- 
ods and new tools are practically 
unlimited. We have made great 
strides in many areas . . painting, 
automation, molding. These are the 
areas in which cost savings in the 
next few years are going to be very 
thin. Manufacturers have to look 
at the other ones to get the big 
chunks of cost savings. 

Let me pass on a quick general 
piece of advice I give our people as 
we carry on our new program to dig 
into every area. Look first at the 
things we are still doing the same 
way we did ten years ago. There 


must be a better and cheaper way 
of doing anything we're doing the 
same way that long. 


What, No Automation? . . Let me 
give you a few examples of where 
no one has come forward with the 
answers: Why are we still put- 
ting glass into cars by hand? Why 
are we still putting wheels on cars 
by hand? Why are we still clean- 
ing parts in the same way we have 
for 20 years? How can we broaden 
the use of die castings by cutting 
down perosity? How can we re- 
duce hydrogen embrittlement in 
spring steel? 

Why not combine assembly and 
stamping operations on small as- 
semblies in the same equipment? 
How can we get equipment builders 
to better coordinate the auxiliary 
equipment which must be used in 
conjunction with major tools? 
Where are the training programs 
for maintenance people for the 


highly complicated automatic equip- 
ment being used today? Why are 
we still spraying paint? 

We have to depend upon indus- 
trial suppliers to come up with the 
means and tools and processes to 
carry out this new production job. 
If I could point my finger at any 
one thing which would be a major 
step in the right direction, I would 
say that I would like to see in- 
dustrial suppliers coming in who 
wanted to get out in the plant, roll 
up their sleeves, and work right 
along with the foremen. 


Get Closer . . This is the close con- 
tact which I think we are going to 
need. And this is the aggressive 
action that’s going to be necessary 
for every industrial supplier to 
stimulate his own market and to 
get a larger share of the total busi- 
ness. When he does this, he will 
at the same time be doing the most 
he can to help achieve the general 
goals of management. 


Suppliers, Look Ahead .. The 
interdependence of end-product 








Contractors and 
Engineers 


magazine of modern construction 
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COMES MOTORIST’S DREAM 





manufacturers and suppliers is clear. 
If we, as an end-product manufac- 
turer, elect to make a given part, 
and take the profit on it, then we 
must be prepared to assume the 
responsibility of research and de- 
velopment. Conversely, if we pur- 
chase from a supplier, it is reason- 
able to assume, as I am sure you 
will agree, to look to that supplier 
for forward thinking and develop- 
ment. 

Production efficiency, product 
quality, as well as distribution itself, 
cannot be built on a foundation of 
government orders the way much 
of our plant capacity has been built 
in recent years. The job must be 
done under the pressures of compe- 
tition by continuous hard work and 
ingenuity. 

It is my opinion that by 1955 this 
adjustment will have been largely 
completed. The present unbalance 
between distribution and production 
will have been corrected. Over the 
longer range, I think we will find 
that the productive capacity we 
have created, great as it is, will 
prove low rather than high. a 











“Is this your final decision?” 








Less than a mile of road was involved 
in this important highway link. But 4,300 
feet of the new route lay through an aban- 
doned dumping ground near La Salle, 
Illinois. The site was boggy, with a silty, 
water- laden subsoil. 


This tough job called for many different 
construction techniques and a wide range 
of equipment. It was a challenging assign- 
ment for any contractor. 


A field editor of CONTRACTORS AND 
ENGINEERS visited the job personally to 
get all the facts first-hand. C&E offers more 
of these illustrated field-written articles 
than any other magazine in the field. That's 
one reason why it has become required 


magazine 


reading for construction men. A Starch re- 
port on a recent issue of C&E revealed an 
average ‘‘noted” rating of these construc- 
tion project articles of 59% and an average 
“read most” score of 30%. These high 
scores are their own commentary. 


Such editorial concentration on the 
things that matter most to its readers has 
built a big reader following. And this 
reader following is the basic reason why 
C&E carries more advertisers than any 
other monthly in the market. 


Have you seen a recent issue? If not, 


write for a copy today and let C&E speak 
for itself. 


Contractors and 
Engineers 
of modern construction 


470 Fourth Avenue, New York 16, N.Y. 





Stickin Around 
with KLEEN-STIK 


LABEL IT with KLEEN-STIK ! 


Labels have to do many jobs on 
many different products—and 
wherever the job is extra-difficult, 
dollars to doughnuts you'll find a 
KLEEN-STIK label! Take a look- 
see at some of the clever uses devel- 
oped for this slick, moistureless 
adhesive: 


In Season—ANY Season! 
To help dealers sell more candy at 
every holiday season, SIERRA 
CANDY CoO. of San Francisco 
applies a fittin’ and proper KLEEN- 
STIK label to each box of the sweet 
stuff as it’s packed. Results: busy 
merchants have an effective seasonal 
display—but when the _ holiday’s 
past, they can peel off the label 
quick and easy, leaving a regular 
“un-dated’’ package! This good- 
lookin’ series of attachments was 
designed and produced for fast, 
automatic dispensing with an able 
assist from AL BAILEY of EAST- 
MAN TAG & LABEL CO. A 


sweet job! 


Sound Off...Sound On... 
When sound engineers tape-record 
decibels and stuff, they often have 
to mark “‘start-and-stop” and other 
info on reels. AMPEX ELECTRIC 
CORP. makes it easy with a printed 
die-cut label, accurately calibrated 
to the nth degree. JIM FORD, of 
Ampex’ Purchasing Dept., worked 
out this helpful wrinkle, in co-op 
with BILL DE JUNG, vy. p. of 
HOOPER PRTG. & LITHO CoO., 
San Francisco. Of course, they chose 
KLEEN-STIK, the modern seif- 
stickin’ material with “built-in” ad- 
hesive. The technician simply 
p-e-e-l-s the backing and presses the 
marker in place. In case of changes, 
it’s “off with the old, on with the 
new” in seconds. “Sound” thinking, 
we'd say! 


Labels are just one category where 
KLEEN-STIK shines! This é¢ver- 
stickin’ adhesive also makes super- 
selling shelf strips, back-bar pieces, 
bumper strips, die-cut displays, 
and loads of other P.O.P. See your 
regular printer or lithographer for 
stock, samples, and creative help— 
or write for our ‘‘Idea-of-the- 
Month” service—free. 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue * Chicago 1, Il. 
Pioneers in pressure sensitives for Advertising and Labeling 
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Unique black-light sales kit 
rates ‘command performances’ 
® CHICAGO A publication space 
salesman has developed a “black 
light” sales kit that has customers 
and prospects asking him to come 
and make his pitch. 

He is Rudy Swartwout of Baking 
Industry, Chicago, who demon- 
strated his unique sales presenta- 
tion at a Meeting of the Chicago 
Dotted Line Club. 

The “black light” kit looks like 
a small laundry case closed and like 
a miniature stage, complete with 
regular and infra-red (black light) 
footlights, opened up 

Inside the kit is a series of graphs 
and diagrams, presenting the pub- 
lication’s sales pitch. With the white 
light on, they look like ordinary 
graphs. But when the infra-red 
light is turned on, activated paint 
on the graphs shows’ important 
points in glowing colors. 

Mr. Swartwout developed the kit, 
using knowledge gained through a 
study of “black light” as a hobby. 
He said he’s had many requests to 
give his presentation and several 
companies have asked how they can 
get similar kits. 

Another advantage of the “black 
light” kit, he said, is that important 
points in his presentation will stick 
in customers’ and prospects’ minds 
for months afterwards. 

At the same Dotted Line Club 
meeting, Herb Higgins, Product 
Engineering space salesman, dem- 
onstrated an easel presentation of 
a comparative editorial study that 
has built sales for the publication. 
And Ernest Klappenbach of Oil & 
Gas Journal, showed how a com- 
prehensive market data book built 
prestige .. and sales . . for his pub- 
lication. 


Air conditioning publicat.ons 
sponsor industry conference 
® cHIcaco . . Sales and engineering 
executives of the nation’s major 
cooling equipment manufacturers 
have met here for the second All 
Industry Air Conditioning Confer- 
ence, sponsored by three publica- 
tions in the field. 

Companies represented included 


American-Standard, Carrier, Cole- 
man, General Electric, Minneapolis- 
Honeywell, Servel, Westinghouse 
and Worthington. 

The conference, designed to sup- 
ply air conditioner manufacturers 
with merchandising and _ technical 
know-how, was sponsored by 
Plumbing & Heating Journal, 
Plumbing & Heating Wholesaler 
and Sheet Metal Worker, all of 
Tarrytown, N. Y. 


MECHANICAL 
INGINT LAIN 


New Look... Mechanical Engineering, 
fficial publication of the American Society 
f Mechanical Engineers, has changed its 
1ppearance. On recommendation of George 
Dusenbury, industrial magazine design 
specialist, Mechanical Engineering now 
has a redesigned front cover, frontispiece 
and contents page, and it uses bolder type 
faces in headlines and more white space 


in technical articles. 


Lists ten commandments 
of industrial point of purchase 
® CHICAGO “Be sold on what 
you're selling, or get out,” is the 
first of the “ten commandments” a 
point-of-purchase sales specialist 
has given a group of industrial 
salesmen. 

Henry E. Carter, president, Carter 
& Galantin, Chicago company that 
designs and manufacturers point- 
of-purchase sales training aids, pro- 
claimed the “commandments” in a 
special training program for sales 
personnel of the Permaglas-Heating 
division of A. O. Smith Corp., Mil- 
waukee. 

Other commandments: don’t bow 
down to competition because of 
fancied inability to cope with their 
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strong points; don’t discuss your 
product’s in public, talk them over 
inside the company in an effort 
toward improvement; keep selling 
your product seven days a week 
to everyone you meet; give your 
dealers top spot in your daily ef- 
forts, learn their problems and re- 
port back to headquarters; don’t kill 
dealers’ initiative by neglecting to 
learn and tell them the proper use 
of point-of-purchase sales tools and, 
don’t knock competitors . . it gives 
them free publicity. 


Students learn the hard way .. 
plan industrial ad program 

® NEW YorK .. A class in industrial 
advertising at the College of the 
City of New York will learn first- 
hand the problems of the subject 
when class members formulate their 
own campaign for an industrial ad- 
vertiser. 

The class will act as an agency 
and prepare a comprehensive ad- 
vertising and public relations pro- 
gram for Electric Regulator Corp., 
Norwalk, Conn. The class will be 
under direction of Fred Wittner 
Advertising, New York, Electric 
Regulator’s agency. 

This is the third year the Wittner 
agency has guided the industrial 
advertising students at C. C. N. Y. 
through such a program. 


Southern industry optimistic, 
sees business increase in ‘54 

® BILOXI, MIss. . . Most southern 
manufacturers and industrial dis- 
tributors believe 1954 will equal or 
surpass 1953 in business volume, a 
survey shows. 

The survey was taken at a joint 
meeting of the Southern Industrial 
Distributors’ Association and the 
American Supply & Machinery As- 
sociation. 

Out of 76 manufacturers ques- 
tioned, 23 expect business volume to 
increase 10.5% over 1953 during the 
first half of 1954, 29 expect volume 
to be about the same and 24 said 
it would decrease. Out of 49 dis- 
tributors, 15 said business volume 
will increase 9% above 1953 during 
the first half of 1954, 22 said volume 

Continued on page 140 


Complete, Productive Coverage 
of the $5 BILLION 
Plant Operating Market... 


Industrial 
Maintenance 


AND PLANT OPERATION 


THE MARKET 

The plant operating group—opera- 
tions, maintenance, engineering and 
purchasing men—buys 5 billion 
dollars’ worth of plant operating 
goods yearly. Included are replace- 
ment, maintenance and repair sup- 
plies, safety devices, materials han- 
dling and sanitation equipment... 
a perpetual market. 


HOW WE COVER IT 


Industrial Maintenance’s  distribu- 

tion parallels plant location nation- 

wide. Its 70,000 controlled circula- 

tion is the largest in its field. Of its 

readers: 

@ 31,363 are plant operations, en- 
gineering and production men 

@ 22,769 are maintenance officers 
and supervisors 

@ 8,720 are purchasing officials 

© 8,516 are management and ad- 
ministrative men 


IN 22 FIELDS 

Only the plant operating group in 
factories rated by Dun & Bradstreet 
at $50,000 and 50 employees, or bet- 
ter, is eligible to receive Industrial 
Maintenance. It reaches over 42,000 
such plants in 22 basic industries. 
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TABLOID FORMAT 


Industrial Maintenance’s format 
invites reading and its contents fill 
a need. It is a horizontal inquiry- 
type monthly, with new product 
items and factual articles slanted to 
give practical help to plant opera- 
tors. Reader response, measured by 
product inquiries, has proved this 
format and editorial practice a 


success, 


4 UNIQUE SERVICES 


@ Free copy information and mar- 
ket counseling 
Complete, low-cost mailing serv- 
ice 
Reader Service Department to 
answer plant operation questions 
Market research survey results on 
the plant operating group 


RATES ARE LOW 


Rates are lower in cost-per-thousand 
readers than those of any compara- 
ble medium. Page units larger than 
2/9 may be used. Standard 4-A 
colors are available. 


GROWING FAST 

Advertising volume gained 29.7% 
in 1952 over that of 1950. The first 
six months of 1953 showed a gain of 
45.5% over the same period in 1950. 
The renewal rate among advertisers 
is an impressive 87%. 


GET THE WHOLE STORY 


Write for our new booklez, “Indus- 
trial Maintenance . . . the Way to 
Reach over 70,000 Plant Operat- 
ing Readers.” 


Industrial Maintenance 
AND. PLANT OPERATION 
MAINTENANCE PUBLISHING CO. e PHILADELPHIA 4, PA. 
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advantage! 


ultiplying mechanical power 
is easy when you use the 
ancient principle of the axle and 
the wheel. In 21 basic 
industries where motion is 
produced, transmitted or 
controlled, the “big wheels” 
who keep things moving 
are mechanical engineers. 
Manufacturers know that 
concentrated selling effort on 
these “big wheels” in buying 
and specifying, produces 
important sales of materials, 
equipment and services. 


MECHANICAL ENGINEERING is the 
one publication that sells 
35,000 mechanical engineers 
exclusively, in industry 

after industry. 


Engineers are educated 
to specify and buy. 


Published by 
THE AMERICAN SOCIETY OF 


MECHANICAL ENGINEERS 





29 West 39th Street cil 


os 








New York 18, N. Y. a 
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would remain the same and 12 ex- 
pect a decrease. 

Predicting for the last half of 
1954, 27 manufacturers said business 
volume would increase 12.25% over 
1953, 26 said volume would remain 
about the same and 22 expect a de- 
crease. Distributors predicted a 9% 
increase in business volume over 
1953 during the last half of 1954, 
19 expect business to be about the 
same and 12 expect a decrease. 


Three trucking companies 
cited for good advertising 
® cHicaco . . Pacific Intermountain 
Express, Oakland, Cal., has won 
honors for the best over-all cam- 
paign in the annual motor carrier 
advertising contest sponsored by the 
American Trucking Association’s 
customer relations council. 

Pilot Freight Carriers, Winston- 


Salem, N. C., won first place for the 
best single publication ad, and Su- 
per Service Motor Freight Co., 
Nashville, Tenn., won first for the 
best direct mail piece. 

Judges were G. D. Crain, Jr., 
publisher, INDUSTRIAL MARKETING; 
Thomas C. Hope, general traffic 
manager, Montgomery Ward & Co., 
and John W. Ladd, president, Ladd, 
Southward, Gordon & Donald, Chi- 


cago. 


450 audio-visual dealers 
listed in new directory 
® EVANSTON, ILL. .. National Audio- 
Visual Association, Evanston, has 
published a directory of audio- 
visual dealers that will be handy 
for companies that have audio- 
visual sales or training programs. 
The directory lists some 450 
audio-visual dealers throughout the 
country and tells what services each 
offers. The association will supply 
one free copy of the booklet to any 
audio-visual user. 





we back it two ways! 


Hare's double decking weequeted in the : t rm 2 manta Guananty 
industry. tt means thet you cont spend o . 
dime fer meter momtenome the first two 
yeors. After thet, the mest you can spond 
in any one yeor is $15.00. 
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Advertising an Ad .. A. O. Smith Meter Division's two-color ad (left) gains read- 


ership with plug from black and white ad (right) in same issue of same publication. 


Here's way to get readership 

.-. advertise your advertising 

® LOS ANGELES . . Here’s a company 
that advertises its advertising. 

A. . Smith Corp.'s Meter Divi- 
sion, Los Angeles, has a two-color, 
full page ad scheduled to run on 
page 25 of the May 12 issue of Na- 
tional Petroleum News, announcing 
a new warranty on gasoline pump 
meters. 

Farther back in the same issue, a 


full-page black and white ad pro- 
claims (in the style of the well- 
known Philadelphia Bulletin cam- 
paign): “In the oil industry, near- 
ly everybody reads: the News on 
page 25 of this issue of N.P.N.” 

Meter Division manager William 
G. Moser said the color ad is one 
of the most important of the year, 
so “it was decided to take the sec- 
ond ad to boost readership in the 
first.” 











Time for Time .. A wrist watch is 
presented to Willoughby S. Leach (right), 
upon his retirement as vice-president and 
manager of the Cleveland office of G. M. 
Basford Co., after 25 years of service, by 
Roger L. Wensley, chairman of the agen- 
cy’s executive committee. 


Roofers’ equipment executive 
tells keys to sales success 

® BOSTON .. Industrial selling tech- 
niques are worthless unless you 
have two sometimes overlooked es- 
sentials . . confidence and enthu- 
siasm, according to Joseph Halperin, 
general manager, Aeroil Products 
Co., South Hackensack, N. J., roof- 
ers’ equipment maker. 

Mr. Halperin told a meeting of the 
New England Approved Roofers’ 
Association a salesman must have 
confidence his product is the best 
available and must make his sales 
presentation with such enthusiasm 
that prospects feel they would 
“make a tremendous mistake” if 
they didn’t buy. 

“Price should never be a factor,” 
Mr. Halperin said. 


Chrysler air conditioners 

get ‘weighty’ promotion 

® DAYTON, oO... One of the weight- 
iest pieces of promotional literature 
seen in many a day is pushing room 
air conditioners for Chrysler Corp.’s 
Airtemp Division, Dayton. 

It’s a brochure containing sales 
promotional aids for Airtemp deal- 
ers and distributors. The “beat the 
heat” kit contains 32 pieces of lit- 
erature, including posters, direct 
mail pieces, a counter display card, 
descriptive literature, examples of 
newspaper advertising mats avail- 
able and suggestions for radio and 
television commercials. 
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Here’s a sure way 
to win more friends 
and customers 
for your business. 


Don't miss 
S. D. WARREN COMPANY'S 

message in 

U. S. NEWS & WORED REPORT 
for May 14, 

THE SATURDAY EVENING POST 
for May 15 

and BUSINESS WEEK 

for May 22. 
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Which ad 
attracted 


more readers? 


@ Here's a shining exomple 
of what you can expect when 
you use Sharon “430” Stoinless 
Stee! in your product. This sec 
tion of automotive moulding 
has been subjected to the grime 
and acids of the highway in all 
kinds of weother for more thon 
10 yeors. Yet, when a domp 
cloth, soap and elbow grease 
were applied, it immedictely 


regained its original luster 





Proof of this kind is the 
reason why today mony hun 
dreds of thousands of cars on 
the highway are trimmed with 
430” Stainless. Sheron “430 
has been used for this type of 
product for over 15 years 
Shoron “430 
Stainless is in good 
supply. It hos been 
used with great success in hun 


dreds of tough applications. 





Ten-year road test proof of 
‘430’ Stainless dependability 


Get the whole story — ask your 
Sharon representative or write 
today for fully explanatory 
430” Stainless brochure 





DISTRICT BALES OFF 





SHARON STEEL CORPORATION Shatew. Ptaniylmna 


For information on Titanium contact Mallery-Sharon Titanium Corp., Niles, Ohio 











White-on-Black vs. Reverse 


® THESE TWo Aps for Sharon Steel 
Corp., Sharon, Pa., appeared as part 
of campaigns in Steel. 

One ad used a conventional lay- 
out with large illustrations above 
bold headline. The other ad used a 
. a black background 
for both illustration and copy. 
Which ad attracted more readers? 
See page 160. 


reverse plate . 
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ig wheel in the automotive busmes 


$... 
. 


[SHARON | RIM STEEL DECLARED BEST BY 
LEADING BUILDER OF AUTOMOTIVE WHEELS 


SHARON STEEL CORPORATION 
Shanew, 7 


DUsTmICS Sates 
©. BEMOIT. wR. 


QPREES: CHADS, Hi CINCINMAT, 
PHOLAMAPOL 


ar 
15, IND, MMWAUKE WIS. KW 


TORONTO, Ont 





’ 
vaanc ©. cavtow WEDELT) Eli iia 
your, % ¥, 2 
SOCHESTER WY. LOS ANGILES CALF, SAN FRANCISCO, a 

MONTIEAL QUE 


-— 
carat sack iY rrreemaneanasdneicncicton 








Advertiser changes. . 


To reach the $1,250,000,000 
Scott J. Saunders . . has been named a 
| R. G. electrical contractor market 


director of advertising and sales, 
White Engineering Co., Brooklyn, N. Y. 


Philip C. Wallach . . formerly editorial 


and publicity director, W. R. Grace & Co., | | 
has been appointed advertising and pub- a 
lic relations director, H. K. Porter Co., | ee 





New York. 


F. Jerome Tone, Jr. . . former vice-presi- | | 
dent in charge of sales, Carborundum Co., | : i 
Niagara Falls, N. Y., has been made | ; 
senior vice-president. Frederick T. Keeler, | bo 


former director of the marketing branch of 
the sales division, has been made director 


of sales. i 
E. H. Peterson . . former assistant to the 
president, Magnus Chemical Co., Gar- 
wood, N. J., has been named _ sales 


manager. P 


Vv 


ih ns “oe = stage sage Exclusive concentration on _ Total 
presiaent in charge oO sales, ervis . . . 
the employing electrical contractor Scn"elled 


Circulation 
—as distinguished from one-man shops and 
part-time businesses—makes sure your mes- 
atid: Makita ta ok’ Cait She sage reaches the buying power that accounts 1,976 electrical wholesalers 
7 nae ata , for 97% of the business! Names of con- 
been named vice-president in charge of tractors employing union labor are taken 
sales. from the National Employees Benefit Board 494 construction executives in 
for the Electrical Contracting Industry, are utilities, municipals 
Earl C. Lenz . . former vice-president and revised monthly to eliminate deadwood. , ' : 
Names of nonunion employers are supplied 468 design & consulting architects 
by 104 NECA chapters located throughout and engineers 
ies Tek, ion: ba ed een the country. This is an exclusive list, avail- 1,358 others 
of sales and advertising for re parent able only through QUALIFIED CON- 
TRACTOR! 17,376 TOTAL 


company and all its subsidiaries. The 

















Webb Co., Detroit. 
12,114 employing contractors 
A. B. Acheson . . former sales manager, 


966 managers REA Co-ops 


general sales manager, Paisley Products, 
Inc., subsidiary of Morningstar, Nicol, Inc., 








sives. 


company manufactures industrial adhe- V 








Exclusive editorial features dealing with research on labor costs 
C. J. Moore . . former manager of railway and business development—tax problems—new products and publications—how 
and motive power sales, Electric Storage to get new business—make QUALIFIED CONTRACTOR “must” reading for 
Battery Co., Philadelphia, manufacturer of anyone interested in staying ahead of the trend. Annual Directory Issue in 
Exide batteries, has been named industrial February lists names and addresses of over 3,200 NECA members, serves as 
products sales manager. basic reference book for anyone selling to or through electrical contractors. 


L 








Jack L. Mustard . . former assistant sales 


oe ee pe st Lowest cost. It costs less to use QUALIFIED CONTRACTOR~—and 
nial ee ey en ee Se yet, only through QUALIFIED CONTRACTOR can you be sure of reaching 


istant l ] oa i ° * : ; 
ye ey ae: See ee industrial the 12,114 employing contractors who account for 97% of the business! 
iv1sion. 


Wallace R. Persons . . former vice-presi- — 

dent and general sales manager, Lincoln in 0 VALI F [ E D C 0 N T RA C T0 fe 
Electric Co., Cleveland, has been elected | Official Publication of The National Electrical Contractors Ass'n 
president and a director of the Emerson \ 3 : 610 Ring Building Washington 6, D. C. 

Electric Mfg. Co., St. Louis. He succeeds oe. Gh _ NEW YORK—Clark Presbrey, Room 509, 150 Broadway—Worth 4-1153 
W. S. Sneed, who will become board a \ CHICAGO —Urben Farley & Co., 120 S. La Salle Street — Financial 6-3074 
chairman exclusively. ‘ ; * LOS ANGELES 

4 The Robert W. Walker Co., 2330 W. Third St.— Dunkirk 7-4388 


James O. Johnson . . has been promoted SAN FRANCISCO 
to general sales manager, Buchanan Elec- The Robert W. Walker Co., 57 Post Street—Sutter 1-5568 


trical Products Corp., Hillside, N.J. He has : - _— IN B PI 


been with the company since. 1946. 




















May 1954 /149 








YOUR CATALOGUE MATERIAL | Agency changes.. 
READY FOR THIS NEW EDITION? Warren K. Vieth . . former advertising 


manager, San-Equip, Inc., has joined Mel- 
drum & Fewsmith, Inc., Cleveland, as ac- 


count executive. 


PHONE Charles Gadsby . . former public relations 
WRITE and advertising manager, Marchant Cal- 
OR culators, Inc., has joined Jean Scott Frick- 


(0) WIRE elton Advertising, San Francisco. 
F It | RESERVATIONS 
} 


Martin J. Santa . . former senior copywrit- 


7) D) } | er, Burlingame-Grossman, Chicago, has 
| Th been named copy chief. 
UA ' 


Edward F. Thomas. . former vice-president 
and public relations director, Geyer Ad- 
vertising, has formed a public relations 
company, Edward Thomas Associates, in 


New York. 








W. L. Towne Advertising . . New York, 
has been named to handle advertising for 
Superior American Fire Alarm Division of 
Ansley Electronics, Meriden, Conn. 


Warren Whiting . . former manager of 
advertising for Cooper Tire & Rubber Co., 
has joined the staff of Medrum & Few- 
smith, Cleveland. 

The Book that works for you 24 hours a day—every day 

Marsteller, Gebhardt & Reed . . Chicago, 

has been named to handle advertising for 


in the year in every Paper and Pulp Mill in the United 


States and Canada. Universal Oil Products Co., Des Plaines, 
| Ill, and its subsidiary, Procon, Inc. 


Don’t miss this important 

Ralph Sharp Advertising . . Detroit, has 
ee hie been named to handle advertising for the 
criptive data pertaining to your | Amplex Division of Chrysler Corp., manu- 


medium to present detailed des- 


product or services! facturer of self-lubricating bearings. 


Companion to the Paper Industry h Ah G. M. Basford Co. . . New York, has been 
monthly . . . The Magazine that puts your named to handle advertising for Sun 
products or services in the minds eye f é / 5 | Chemical Corp., Long Island City, N. Y. 

of the men who make buying decisions. | John T. Hall & Co. . . Philadelphia, has 


been named to handle advertising for 


FRITZ PUBLICATIONS, Inc. 23. 2°20'o Steere mee Gah Rect. Machine’ ¢ Toot Works. File 
delphia. 








Do you have this kind of help? 





— 
> 


® Industrial admen who read Industrial 
Marketing, always on the alert for im- 
proved marketing methods, need more 
Marketing Aid tips. If you are x pub 
lishet, agency, display or printing house 
or if you provide some other service to in- 
dustrial advertisers, you may have the 
help they need. Send an example of 
your “marketing aid” to Aids Editor, In- 
dustrial Marketing, 200 E. Illinois St., 
Chicago 11, Ill. 


INDUSTRIAL HEATING ‘22,mon cus? scoc iiRecaetaanaa 
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Media changes. . 


Management Methods . . New York, has 
made the following additions to its sales 
staff: Richard H. Edlund, former account 
executive of the national trade-mark di- 
vision of Reuben H. Donnelley Corp., has 
been appointed eastern advertising repre- 
sentative; Alfred A. Spelbrink, former dis- 
trict sales representative, Aero-Mayflower 
Van Lines, has been appointed western 
sales representative. Barnett Simons, form- 
erly with Glick & Schulke, has been ap- 
pointed architectural editor for Manage- 
ment Magazines, Inc., the publisher. 

Karl H. Mayers .. former advertising 
manager, Puralator Products, has joined 
W. R. C. Smith Publishing Co. as a repre- 
sentative for Southern Automotive Journal, 
Southern Hardware and Southern Power & 
Industry in the Middle Atlantic states. 


John Mulheren . . former advertising man- 
ager, H. K. Porter Co., has been appointed 
sales representative for Food Processing, 
Putman Publishing Co., in western Penn- 
sylvania, Ohio and eastern Michigan. His 
headquarters will be in Pittsburgh. 


The Business Founding Date Directory . . 
Morgan & Morgan Publishers, Scarsdale, 
N.Y., has just been published, listing more 
than 9,000 business organizations and 
their founding dates. The purpose of the 
directory is as an index for suppliers of- 
fering special services and products to 
companies celebrating anniversaries. 
William E. Donnell . . former St. Louis 
sales representative for Construction Meth- 
ods & Equipment and Engineering News- 
Record, has been named sales representa- 
tive for Construction Methods & Equipment 
in the Cleveland area. 


Russell C. Jaenke . . has been named ex- 
ecutive vice-president, Penton Publishing 
Co., Cleveland. Frank O. Rice has been 
named vice-president. 


Robert Z. Chew . . has been appointed dis- 
trict manager for Machine Design, pub- 
lished by Penton Publishing Co., Cleve- 
land. He will work out of the Chicago 
office, covering Indiana, Iowa, Illinois, 
Western Michigan and Minnesota. How- 
ard H. Dreyer continues as western man- 
ager. James A. Stangarone has been ap- 
pointed district sales manager, New York. 
Alan C. Bugbee has been transferred to 
the New England territory. 


Lawrence M. Lyons . . has been appointed 
midwestern representative for Rubber Age 
and Rubber Red Book, Palmerton Publish- 
ing Co., in Chicago. a 


} helps you sell 
the Men responsible for 


Product Design & Development 


PD&D increases the effectiveness of Advertising by keeping 
Advertising as well as Editorial boiled down to Save Readers’ Time 


MARKET — It’s expanding, growing but its 
size is unknown and in many respects, 
unknowable. No one knows what design 
engineers will be creating and working 
on—for tomorrow’s products. Therefore, 
you can’t reach too many product engi- 
neers—too often. 


PD&D SERVES THE PRODUCT DESIGN FIELD... 
reaching the engineers and executives re- 
sponsible for the Design & Development 
of durable goods—tomorrow’s products, 
manufactured in quantity for sale to con- 
sumers, business, industry and govern- 
ment. 


34,000 COPIES OF PD&D ARE INDIVIDUALLY 
addressed to men who head up and super- 
vise the overworked and understaffed 
departments hard at work Planning, De- 
signing, Testing and Specifying. They 
comprise the Original Equipment Market 
—OEM-the market interested in compo- 
nent parts and materials. 


BECAUSE OF A SHORTAGE OF DESIGN ENGINEERS... 
each one has had to be responsible for a 
growing work load. ‘‘Time’’ has become 
their most critical commodity—time to 
read, time to solve their design problems 
and incorporate them into tomorrow’s 
products. 


PD&D HELPS YOU MEET TODAY’S CONDITIONS... 
Products on the market are being re- 
designed for improvement, for economy. 


Others are two or three years ahead of 
marketing. Every day new products are 
reaching the phase where design has to 
be ‘“‘frozen’’ for production. The present 
trend toward annual new models also 
makes the need for information about 
products—both new and tried-&-tested— 
even more imperative. 


PD&D SAVES ITS READERS TIME BY PRESENTING 
editorial content in short concise form; 
and by limiting advertising space to only 
1/9th and 2/9th page units. Because these 
two elements are blended in our page 
make-up, continuous analysis of requests 
for additional product information show 
that the advertising is as well read as the 
editorial material. 


PD&D HELPS ADVERTISERS DO THEIR NO. 1J0B... 
with 34,000 individually-addressed copies 
getting product descriptions and specify- 
ing data into the hands and personal files 
of Design Engineers. 


THEY READ PD&D AT THEIR DESK, ON THE JOB 
and respond through one of PD&D’s 
three inquiry systems to quickly obtain 
additional information on selected items. 
Product designers phone, wire, write di- 
rect to manufacturers because PD&D 
furnishes individual names and phone 
numbers wherever possible — and over 
4,000 use PD&D’s Reader-Service cards 
every month making over 23,000 requests 
for additional product information. 


To make it easy for Advertisers who want to Buy 


Here’s how one Advertising Executive 
highspotted his recommendation: 


ss Product Design & Development is rec- 
ommended in reaching the Design Field 
because it has the largest circulation at 
lowest cost — plus tangible evidence* that 
the proposed advertising will be read. 99 


Data for your proposal: 
CIRCULATION: 35,000 individually-addressed 
copies, BPA. COST: Flat rate of $150 per 
1/9 page unit or $1,800 12-time schedule. 
*TANGIBLE EVIDENCE that advertising-is- 
read: Received in the form of direct in- 
quiries, and PD&D Reader-Service Cards. 


Media selection many times is determined not only by “who reads it” but also by the 
mood-&-frame of mind of Readers...as well as WHEN-&-WHERE they do their reading. 
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lf You Want to Sell 


Manufacturers of Lumber @ Plywood and 
Veneer @ Wood Containers @ Furniture @ 
Millwork @ Flooring @ Prefabs @ Other 
Wood Products @ Large Industrial Wood 
Users 











Use this fast-growing A.B.C. 


book and get coverage where 
it counts 








It's bei ng we ugh it eo 
re b nd more top management 
and production executives because its dy- 

1 content shows them practical 

jays to more efficient, profit- 
keeps them abreast of the 

trends and developments 


ectiveness of WOOD & wooD 

leadership: is its out 

a 13.7% in the 

—on top of a 9% 
first six months! And remember 
his i QUALITY COVERAGE! WOOD & 
WOOD PRODUCTS readers have the author- 
ity—and the money—to buy what you have 
to sell. Readers are responding, too, in terms 
the advertiser li a ty inquiries reflect- 

ng a genu buying interest 


W/WP Delivers All This 


1. Concentrated coverage of the larger op- 
erations—the 28% who produce 88% of the 
total industry output. 

2. High readership among TOP EXECUTIVES 
who specify purchases of products, equipment 
or services used in the manufacturing, process- 
ing and handling of lumber, plywood, veneer, 
herdboard, furniture and hundreds of wood 
products. 

3. Planned editorial content that accents 
streamlined plant layouts, modernization of 
production equipment and machinery, better 
management and marketing methods. 

4. An audience thot's conditioned and ready 
to buy. 


If you haven't seen the new WOOD & WoOoD 
PRODUCTS, write for a sample copy today. 
And for facts about the huge market covered 
by WOOD & WOOD PRODUCTS, ask for our 
Shee tket Data File including a recent reader- 
ship report. 

*Based on ublisher’s statement for six 
months ending December 31, 1953 


woop 
& WOOD PRODUCTS 


A VANCE PUBLICATION @ 


139 No. Clark St. ° Chicago 2, Ill. 


Phone: Financial 6-5380 
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industrial 


May 


5-7.. Welding and Allied Indus- 


try Exposition, Memorial Au- 
ditorium, Buffalo. 


8-11..National Office Furniture 
Association Exhibit and Con- 
vention, Hotel Sherman, Chi- 
cago. 


8-14.. American Foundrymen’s So- 
ciety, Auditorium, Cleve- 
land. 


10-12..Sales Aids Show, Grand 
Ballroom, Biltmore Hotel, 
New York. 


10-14.. National Restaurant Assn. 
Annual Convention & Expo- 
sition, Navy Pier, Chicago. 


16-20.. National Oil Heat Exposi- 
tion, Commercial Museum, 
Philadelphia. 


17-20... Electronic Parts Show, Con- 
rad Hilton Hotel, Chicago. 


17-20..Basic Materials Exposition, 
The Product Development 
Show, International Amphi- 
theatre, Chicago. 


June 
22-7..International Trade Fair, 
Paris, France. 


23-28.. American Water Works As- 
sociation, Civic Auditorium, 
Seattle. 


24-27..Office Machinery and 
Equipment Exposition and 
the National Office Manage- 
ment Association’s 35th In- 
ternational Conference, Kiel 
Auditorium, St. Louis. 


National Office Machinery 
Dealers Association, St. 
Louis. (exact date not an- 
nounced as yet) 


2-4..National Sales Executives 
Convention and Sales Equip- 
ment Fair, Conrad Hilton 
Hotel, Chicago. 


7-10... National Plastics Exposition, 
Public Auditorium, Cleve- 
land. 


shows 
yr 


7-11..Confectionery Industries Ex- 
position, Conrad Hilton Ho- 
tel, Chicago. 





9-12.. American Society for Qual- 
ity Control, Kiel Auditorium, 
St. Louis. 


Construction Industries & 
"Home Show of Southern 
California, Pan-Pacific Audi- 
torium, Los Angeles. 


2lst Annual Convention of 
the National Industrial Serv- 
ice Association, Hotel Stat- 
ler, Detroit. 


14-18.. American Society for Test- 
ing Materials, Hotel Sher- 
man, Chicag 


19-23... National Association of Dis- 
play Industries, Hotel New 
Yorker, New York. 


July 


2-5..International Aviation Ex- 
position, Detroit-Wayne Air- 
port, Detroit. 


11-14.. Textile Merchants & Asso- 
ciated Industries, Jefferson 
Hotel, St. Louis. 


13-15.. Western Plant Maintenance 
Show, Pan-Pacific Audito- 
rium, Los Angeles. 


19-22.. Automotive Accessory Ex- 
hibit, Conrad Hilton Hotel, 
Chicago. 


19-24..Saskatoon Industrial Exhibi- 
tion, Ltd, Exhibition 
Grounds, Saskatoon, Can- 
ada. 


Aug. 
30-8... Do-It-Yourself Show, Pan- 
Pacific Auditorium, Los An- 
geles. 


August 


7-11.. National Audio-Visual Asso- 
ciation, Hotel Sherman, Chi- 
cago. 


17-19..Fifth Western Packaging 
and Materials Handling Ex- 
position, Civic Auditorium, 
San Francisco. 





(@) News 


‘World champion salesman’ 
gives formula for success 

® cHicaco . . The “world’s cham- 
pion salesman” has given a group of 
publication space salesmen his four 
keys to successful salesmanship. 

He is William D. Gove, sales de- 
velopment manager, Minnesota 
Mining & Mfg. Co., St. Paul, se- 
lected as 1953’s “professional sales- 
man of the year” by the National 
Sales Executives Club. He spoke 
at a luncheon marking the fourth 
anniversary of the t.f. Club of Chi- 
cago. 

His four points were: 1. “Be 
yourself . . not just a big grin, a 
handshake and a slap on the back.” 
2. “Be a good listener . . listening 
can be more persuasive than talk- 

.’ 3. “Serve ’em to death. . 
service is the only sales philosophy 
without a flaw.” 4. “Ask ’em to buy 

. suggest a specific buying pro- 
gram.” 


Towmotor licenses Danish firm 
to make, sell its lift trucks 

® COPENHAGEN . ._ Vestergaard 
Brothers has begun production of 
Towmotor fork-trucks in Denmark. 

Production is under license from 
the Towmotor Corp., Cleveland. 
Vestergaard previously was the 
main Danish agent of Towmotor. 
Certain key parts of the fork-truck 
will be imported from the United 
States. 

Vestergaard plans eventually to 
produce all Towmotor’s 12 models 
here. Almost the entire output will 
be exported to other European 
countries. 

The fork-truck will be produced 
to sell for about $5,700 apiece. Out- 
put is expected to reach several 
hundred a year. 


Industry & Power president, 

Cc. Lester Seaman, dies 

@ NEW yorK .. C. Lester Seaman, 
president and eastern sales repre- 
sentative for Industry & Power Pub- 
lishing Co., St. Joseph, Mich., died 
Feb. 27. 

Mr. Seaman had been eastern 
sales representative for more than 
30 years and had been president 
since 1950. 








ADVERTISING MEN 
find hundreds of good 
ideas in 


Tons of envelope paper move into and out of 
U.S.E. plants each week. 


envelopes serve 
many business needs 


envelopes serve 
each need well 


it pays to specify 
U.S.E. Envelopes 


Isn’t it true? .. . when a 
man buys printing he 
takes time to consider 
type faces, halftone 
screens, colors, paper and 
so forth. 
But the Envelopes may be over- 
looked until the last minute — and 
Prepared to U.S.E. specifications. then squeezed into a tight budget! 
Suppose you had, at your elbow, a 
book which tells HOW envelopes serve 
many business needs, and WHAT enve- 
lopes serve each need well? You could 
easily fit the correct envelopes into 
your plans. And suppose you had an- 
other book which tells WHY it pays 
to buy really good envelopes? You 
could fit quality envelopes into your 


U.S.E. cartons are designed and labeled so that budgets. In this way, everyone would 


the envelopes stand on edge, as they should to 
avoid warpage. be better off! 


‘a 
as 


’ 


| The raw material for U.S.E. envelope gums is 


has these books for ypu ? 


SE., the World's largest ee of olnee, nd your alien 

pplier,“Ask for the complete story: The “Handbook” Which tells}; HOW 

nd AT, and the book “What's in it for me?” which\tells + as it 
you to specify U.S.E. Envelopes. 


\ 


| 


ENVELOPE oneal Springfield 2, Massachusetts 


15 Divisions from Coast to Coast 
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management 


forum 


Industry leaders want business census 


restored .. with all possible economies 


How will congressional curtailment of the Census of Manufactures affect business? Was 
this economy move a false economy? Has it hindered or will it hinder industry's market- 
ing research and planning? Should the census be restored? 


These questions were asked of several top executives in different industries. 


plies appear below: 


Their re- 





By H. B. Woodman 
President 
Interchemical Corp. 
New York 


® INTERCHEMICAL Corp., like most 
other business organizations of its 
size, bases its marketing decisions 
on all pertinent information which 
is available at the time. The U. S. 
Census of Manufactures is often an 
important source of such informa- 
tion for us as our chemical coatings 
operations (printing inks, industrial 
finishes, textile colorants and 
others) are directed almost entirely 
to industry. Any study of a present 
or future industrial market general- 
ly makes use of census figures if 
they are available. 

Like most other Americans, I 
would like to see federal expenses 
on a lower level. I wish we could 
have a balanced budget and reduced 
taxes for both individuals and cor- 
porations. Hence, it is with some 
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reluctance that I advocate restoring 
a federal service for industry at this 
time. I wish there were some prac- 
tical way for industry to assume 
this project, so that it would not be 
a burden of government. 

The central government is the 
only logical organization to under- 
take and publish a census of manu- 
factures, however, and there ap- 
pears to be no way of allocating the 
cost of this service among those who 
use it. Hence we can only hope 
that the service will be continued 
to provide maximum usefulness, but 
with all possible frugality in plan- 
ning and execution. 


By J. E. Otis, Jr. 

President 

Dodge Mfg. Corp. 
Mishawaka, Ind. 


® THE QUESTION of the Census of 
Manufactures puts me between two 


A monthly discussion, 

in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


fires. If we are going to reduce the 
cost of government, something must 
be curtailed. Those who ask Con- 
gress for general tax and budget 
reductions but who at the same time 
resist cuts in their own pet projects, 
tend to cancel out their effectiveness 
beth ways. I could easily believe 
that some smart Congressman had 
deliberately set up this cut in the 
Census of Manufactures just to re- 
duce some of the general pressure 
for less governmental spending. 

At the same time it would be a 
shame to lose all of the improve- 
ments the Department of Commerce 
has made in gathering data on 
American business and I know the 
American Marketing Association 
has been disturbed about this. I 
don’t know precisely what has been 
cut out and I cannot lay my finger 
on any specific activity which has 
been cut out which will hurt Dodge. 
Maybe the effects won’t show up for 
a few years (in less accurate over- 
all figures). They did have reports 
on specific industries which were 
probably of more value to some 
other firms than to us. 

My personal inclination to this 
would be to suggest that the over- 
all reduction of govermental ex- 
penses is of paramount importance 
and that we must be prepared to 
acceot a share of the inconvenience 
caused by such a program. At the 
same time we do feel that much 
can be saved through elimination of 
waste and duplication, streamlining 
of functions, etc., and it should be 
possible to make substantial savings 
and still give basic information to 
business. 





By C. R. Tyson 
Executive 
Vice-President 
John A. Roebling’s 
Sons Corp. 
Trenton, N. J. 


® ANY CONTINUING curtailment of 
the U. S. Census of Manufactures 
would be a hindrance to the effec- 
tiveness of some of our company’s 
marketing research and planning 
activities. With rapid shifts taking 
place in the location of industry, 
changes in the relative importance 
of types of industry and the growth 
of new industries, it is imperative 
that there be available an accurate, 
current source of data to measure 
these changes and determine the lo- 
cation of our markets. 

Although the annual surveys of 
manufacturers have _ considerable 
value, they do not have sufficient 
detail to be the sole source of in- 
formation. In addition, unless fre- 
quent benchmarks on a census basis 
are provided, these other data ob- 
tained on a sampling basis, as well 
as other government indexes, lose 
their authenticity as they depend on 
the census for accuracy. 

Without reliable marketing infor- 
mation, business planning must nec- 
essarily establish its direction by 
dead reckoning instead of through 
the more accurate method of scien- 
tific market analysis which depends 
on these guides. 

In view of the size of our economy 
and the need for maintaining a high 
level of business and employment to 
sustain the security of our country, 
I believe that the comparatively 
small cost of the Census of Manu- 
factures is more than justified and 
the program should be definitely re- 
stored. 


By W. H. Frank 
President 
BullDog Electric 
Products Corp. 
Detroit 


SERVES LATIN AMERICAN 
CONSTRUCTION FULLY 
and EFFECTIVELY ... 





Construccion is specific- 
ally edited to the require- 
ments of the Latin Amer- 
ican construction industry 
...lts readership is the 
key to $150 millions of 
U.S. exports... It covers 
that market fully and 
effectively for its adver- 
tisers. 


Construccion is a part of 
the industry. 


rng thre ae all oo ew bench | [AMEE RL A McORAW-HILL INTERNATIONAL PUBLICATION | 
4 ‘ai { 
keting there are all too few bench i al A McGRAW-HILL INTERNATIONAL PUBLICATION & 
marks indicating trends. I say this 330 West Sena or.. Ham tarn 36. 0.0) 
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Ao. 7 ofa sertes 


Get Reach, 


Respect 
and Response 


Each marketing tool has 
its own special usefulness. 
Technical publicity shines 

when you're after 
reach, respect ot response. 


Reach because the only factor 
limiting the number of publica- 
tions available to you is 

your own resourcefulness in 
matching the product story 

to the editors’ policies. 

Respect because what's said 

is said about you, not by you 
—hbecause a third party (editor or 
happy user) does the talking. 
Response because you approach 
the reader in his study-mood, 
while he’s digging 


for solutions to problems. 


Through publicity 


It’s not at all unusual 

to clip from as many as 

200 different trade, technical 
and business publications 

in a single year’s program; 
to lift a client company’s 
authority to new levels 
through its technical papers; 
and to rack up solid inquiries 
from eager prospects 

in eye-opening quantities 
for budgetary peanuts. 


Harry W. Smith 
Incorporated 


Fecknical Publicity and Cditonial Relations 


NEW YORK 

41 East 42nd St. (MU 7-5367) 
CHICAGO 

Palmolive Bldg. (WH 3-1262) 
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with full knowledge of the volumes 
of statistics which are available. In 
many cases the figures are unre- 
liable, outdated or irrelevant. The 
one outstanding source of reliable 
data, however, is the Bureau of 
Census. Through its Census of 
Manufactures in particular there 
has been provided for us the prin- 
cipal indicators against which we 
can measure our performance and 
estimate our future. 

It is true that trade associations 
compile a number of statistical 
series, but these are a supplement 
to and not a substitute for the Cen- 
sus of Manufactures. 

In an era when we are striving 
to curtail expenditures by govern- 
ment, we should certainly give full 
consideration to the possibility of 
eliminating census activities. But, 
in my opinion, careful consideration 
will develop the conclusion that 
such a curtailment would be false 
economy. 

If other companies’ requirements 
are similar to ours (and certainly 
we are not unique) then the avail- 
ability of the census data is vital. 
We use it to determine our market- 
ing quotas, in judging the trends in 
markets both by geography and by 
industry, and in assessing our 
strengths and weaknesses. 

I heartily subscribe to the rec- 
ommendation the Intensive Review 
Committee, which studied this 
problem so objectively, made to the 
Secretary of Commerce. I hope 
that the Congress will find it fea- 
sible to authorize the collection of 
1954 data and continue the annual 
surveys. 


By I. J. Harvey, Jr. 
President 

Flintkote Co. 

New York, N. Y. 


® THERE SEEMS little doubt that our 
rapidly rising population is and will 
have a profound effect during the 
next decade on the growth and 
character of American business. 
This is particularly true of the new 


family formations which should be 
expected in the not too distant fu- 
ture. Under these circumstances, it 
is regrettable that Congress has 
chosen this time to curtail the U. S. 
Census of Manufactures by failing 
to appropriate the necessary funds. 

So far as I know, there is no 
other source of such information on 
a comprehensive basis and indeed 
it would be impossible for any 
group other than the government 
to obtain the information. Since 
the information is basic to market- 
ing, research and planning, it is a 
most important tool to facilitate the 
orderly accommodation of our econ- 
omy to increased consumer de- 
mands. 

I appreciate the necessity for 
economy in government and the 
difficulty of obtaining it if each ef- 
fort is met with objections. How- 
ever, it has been our experience 
that the Department of Commerce 
has been most cooperative in seek- 
ing to simplify the work of this par- 
ticular census and in minimizing 
the burden on corporations of sup- 
plying the required data. It is in 
this area of simplification in which 
true economy may best be practiced 
with respect to this particular proj- 
ect. In periods of relative stability 
in our economy the census, while 
desirable, might not be essential but 
it hardly serves the public interest 
to eliminate it under present con- 
ditions. 


By Roy Fruehauf 
President 

Fruehauf Trailer Co. 
Detroit, Mich. 


® AS A BUSINESS MAN, I am natural- 
ly in favor of cutting out unneces- 
sary or extravagant expenditures, 
whether in business or government. 

And I certainly feel that govern- 
ment as a whole has many flaces 
where it can reduce costs substan- 
tially without jeopardizing any vital 
public service. 

I question the wisdom, however, 
of the drastic cut made in the budg- 
et for the Census Bureau, the effect 
of which has been to eliminate much 
valuable statistical information 








heretofore available to business and 
industry for planning and research 
purposes. 

Certain reductions in the Bu- 
reau’s budget were quite possibly 


justified, for all of us can usually | aS WOOD WORKING DIGEST... 
cut expenses if we have to. But the AN é — goes to the right men... your logical 





effect on the Census of Manufactur- | S 7 
ers, to cite one example, has not, in | S <p prospects with authority to buy 
my opinion, been in the public in- | > 

terest. The personalized copies of WOOD WORKING 
DIGEST* reaching the desks of production ex- 
ecutives every month, . . help stimulate adver- 
tising readership. Executives in wood working 
plants find WWD an extremely efficient aid 
in their everyday planning. They WANT to 
—_— read it... and it is this loyal readership among 
By B. K. Wickstrum S A key men with purchasing power which is di- 
rectly responsible for WWD's advertising ef- 
e tek | qe fectiveness. The record speaks for itself — 
Director of Sales | eS >) WWD carries more pages of advertising than 
Sylvania Electric Z ~ bd: 7, the next 4 industry papers COMBINED! 
Products, Inc. ‘ Why not put your confidence in this preven 
New York sales-producer? 

Send for 24-page Market Data File based 
® my company, Sylvania Electric ee on NIAA Outline. Gives market figures, 
Products, is engaged in the broad < government statistics and publication data. 


manufacturing fields of television, 
radio, electronics, and lighting. The 


first three of these fields have an ~ 

industrial trade association which W 0) 0] D AN 0) R K | Md G ige S 

for many years has compiled reg- 

ular and frequent statistics concern- HITCHCOCK PUBLISHING CO. WHEATON, ILL. 

ing production, sales, and other per- ee : —" ee 

tinent information concerning these 

industries. In the lighting field, Tell me * 

however, there is no association to 

perform this very useful task. , 
Statistics compiled within an in- \ - about your 


dustry are necessary, but by no 
means are the only information re- d 

quired for sales and_ production . , pro ucts, 
planning and market research. In : 
building our programs, we have re- \ ] 4 

lied heavily upon the Census of f supp 1es, 
Manufactures for statistics concern- \ : 

ing the over-all lighting industry; ‘a Me fi 

and in television, radio, and elec- Services or 
tronics we have relied extensively 


4 e e 
upon that census for information "% Roll M ll 
not available within the industry. ee Ing 1 5 
In addition to industry statistics, 


effective planning and market re- , 
séarch are built around information Iand hundreds of other roll- 





Vice-President & 











*Circulation verified by Western Union 








concerning the basic economic cli- 
mate of the country, the trends of 
population growth, conditions in 
other industries. In other words, 
what we need is a complete analysis 
of the current state of economic 
health of our customers. 

If each industry attempted to ga- 
ther this very general information, 
confusion would result, efforts 
would be duplicated over and over 
again, and enormous sums of money 
would be spent. For that reason, 

Continued on page 152 





ing mill supervisors have got 

to keep the mills going at 
maximum efficiency at all times. We 
need what you make or sell to help 
us do the job. Tell us and you'll 
seli us through the publication we 
read every month—the [RON anp 
STEEL ENGINEER, 1010 Empire 
Building, Pittsburgh 22, Pa. 


To Sell the Steel Industry ... Use the IRON and STEEL ENGINEER 
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YOU'LL SELL MOREE 


at your Expositions, Trade 
Shows, Sales Meetings, etc. 


Send for Free Folder 
IVEL CORPORATION 


96-22 43 Ave. Corona 68, N.Y.C. 





SHOULD 
You 


BOTHER 
S oS \ 
ABOUT a 4 


ADV. MGR. / 
NAME PLATES? 7 LS 


Because, as Advertising Manager, you know 
how a sparkling name plate can dress up your 
product and add real sales appeal. Give your 
products standout identification that ties them 
into your advertising. Check into the quality 
of name plates produced by 


Write for Free Book, “Etched or 
Lithographed Metal Products of 
Quality,” with full color examples 


of our name and instruction plates. | 


Send a rough sketch or blueprint 
for design suggestion and quota- 
tion, without obligation to you. 


CHICAGO THRIFT—ETCHING CORPORATION 


1555 N. Sheffield Ave., Chicago 22, Ill., Dept. G 
SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA, IND, 
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we believe that government, and 
government only, should undertake 
the task of compiling and supplying 
the information that is so vital to 
every industrial and commercial or- 
ganization. 

Therefore, we believe that cur- 
tailment of the Census of Manufac- 
tures constitutes a serious loss to 
all industry in that such curtailment 
deprives them of one of their prin- 
cipal methods of guidance for sales 
programming. We urge strongly 
that the census be restored. 


By F. S. Blackall, Jr. 
President & 
Treasurer 
Taft-Peirce Mfg. Co. 


Woonsocket, R. I. 


® BUSINESS MEN have been about as 
insistent as any group in this coun- 
try in their demands for forthright 
economy in governmental proce- 
dures. Thus when business senti- 
ment overwhelmingly disapproves 
of a_budget-cutting measure, it 
would appear that the economy 


| move merits a second look. 


Such is the case with the recent 


ADVERTISING 
MANAGER 





| 
| 
| 


congressional failure to appropriate 
the necessary funds for the continu- 
ance of the Census of Manufactures. 
This move by _ well-intentioned, 
economy-minded congressmen is 
the more surprising, inasmuch as it 
runs exactly counter to the recom- 
mendations of the Intensive Review 
Committee, appointed by the Secre- 
tary of Commerce for the express 
purpose of determining which busi- 
ness publications were worth their 
salt and which ones should be 
scuttled. The committee’s report, 
issued in February, 1954, strongly 
recommends that the Census of 
Manufactures, based on 1954 fig- 
ures, should be taken in 1955 and 
each fifth year thereafter. 

There is great need of a reliable 
analysis of business trends, if we 
are to approach our objective of a 
more stable economy. The present 
administration is anxious to en- 
courage more advanced marketing 
techniques and to rely on business 
rather than on government to stem 
the forces of recession. The Census 
of Manufactures is a vital tool for 
the accomplishment of these objec- 
tives. The cost, as federal projects 
go, is not great . . something like 
$3,800,000 . . and is far outweighed 
by its value. In brief, this appears 
to be a case of penny wisdom and 
pound foolishness . . an economy 
which we can ill afford. The action 
should be reversed. s 





“Just tell him I'm a space 





news 


Set ‘proper’ budget, spend it 
right, Zisette urges admen 

® PHILADELPHIA . . An advertising 
manager must help his management 
arrive at the proper budget figure 
. . not necessarily a higher one. . 
each year, R. Robert Zisette, vice- 
president in charge of sales, SKF 
Industries, has told members of 
Eastern Industrial Advertisers. 

Often, he said, there will be sound 
reasons why the budget should be 
lower, and the advertising manager 
must recognize these reasons and 
disclose them to management. 

“You must help management to 
spend the right amount of money, 
as well as to spend it in the right 
way,” he added. “Intelligent, ob- 
jective planning and budgeting are 
the most important things which 
sales management expects of its ad- 
vertising people. When these are 
applied with cooperative effort, the 
resultant industrial advertising will 
be all management expects it to be.” 


Signode researcher describes 
complexities of forecasting 

® cuicaco . . Relating diverse fac- 
tors, reducing the findings to num- 
bers ard accomplishing the task 
with minimum expenditures of time 
and effort all are part of a business 
forecasting procedure outlined by a 
market research expert. 

He is Seymour E. Heymann, man- 
ager, economic research department, 
Signode Steel Strapping Co., Chi- 
cago. Mr. Heymann talked at the 
Midwest Conference on Forecasting 
Techniques Applied to Business 
Problems, sponsored by the Chicago 
chapter of the American Statistical 
Association and the Chicago Asso- 
ciation of Commerce & Industry. 

Mr. Heymann said one school of 
business forecasters studies sales 
data in the form of a time series, 
then tries to perceive trends or 
cycles that can be projected into the 
future. 

Another forecasting school, Mr. 
Heymann said, says time series 
projections unrelated to future pol- 
icy and future sales activity are not 
very meaningful. This school says 
forecasts must be based upon con- 

Continued on page 154 
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DAY AND NIGHT ATTRACTIVENESS 


International transparency window signs 
allow light to pentrate for day and night 
“illumination” — message can be seen 
from both inside and outside the store. 


DURABILITY AND LONG LIFE 


International transparency signs are semi- 
permanent. They adhere perfectly, re- 
main bright and attractive for years .. . 
washable. 


QUICK AND EASY APPLICATION 


New International ‘‘Quik-Stik’”’ transpar- 
ency window signs are applied as quick 
and easy as a postage stamp — no soak- 
ing, gluing or taping. 

] 





FREE Write for full color 
brochure and samples, 
today! 
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WINDOW SIGNS 


INTERNATIONAL TRANSPARENCY COMPANY 


310 LAKESIDE 


DEPT. B 


CLEVELAND 13, OHIO 

















Do ENGINEERS 
INFLUENCE the purchase 


of what you sell? 


SE these Woodall ‘'Bull’s Eye’ 
Mailing Lists to reach the engineers 
who can specify (or reject) your product. 


) 39,000 Research Laboratory & Pilot 
Plant Personnel 
60,000 Design & Development En- 
gineers (All Industries) 
32,800 Design & Development En- 
gineers (Durable Goods) 
12,000 Design & Development En- 
gineers (Electrical & Elec- 
tronics) 
( 11,600 Design & Development En- 
gineers (Plastics) 
( 20,000 Radar-Electronics-Radio En- 
ineers 
( 21,800 Plant Engineers & Master 
Mechanics 
( 22,500 Tool & Equipment Engineers 
& Superintendents 
( 49,700 Industrial Maintenance En- 
gineers 
( ) 5,200 Consulting Engineers 
_ Yes, these engineers PLUS the produc- 
tion purchasing, and management men in 
their respective industries can be reached 
directly by using Woodall Lists. 
_ To reach the men in industry who are 
in % position to influence the purchase cf 
your prelect, let us 


a \. select for you a list 
/woooat \ of "the right men in 


iE \ the right places’’. 

(alle @ Ge | 

\ MaAttuInd 

Nene/ 

W. P. WOODALL CO., INC. 
214 E. 125 St., New York 35, N. Y. 


Sincerely yours, 


HAM STYRON 

















$34 Billion Question 


How Can the Concrete P| 
Construction Market & 
be effectively 

reached and sold? 


Simple! Talk to 
the man who 
specifies materi- 
als, equipment and 
design through 
the professional's 
magazire of ft 
industry. 


JOURNAL of the A.C.I. 


Long dedicated to the exchange of ideas, 
dissemination of information and service 
to the reader, the Journal serves construc- 
tion, manufacturing, design and engineer- 
ing in the concrete field. It is the only 
publication which focuses all its facilities 
on publishing current authoritative and 
technical information on all phases of 
the concrete engineering field.—the key 
to the $34 billion construction industry. 
Your sales message, even in the most 
technical terms, reaches people who have 
but one basic interest — concrete in con- 
struction The basic medium to reach 
and sell this group is The Journal of the 
American Concrete Institute. 


JOURNAL of the 
AMERICAN CONCRETE INSTITUTE, 


18263 W. McNichols Road 





Detroit 19. Mich 
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LOOKING FOR 
NEW MARKETS? 


SS 
The $12 Billion Telephone Industry includ- 
ing over 5,000 Independently owned tele- 
phone companies operating 12,000 ex- 
changes in addition to the Bell System will 
spend approximately $1'// Billion annually 
during the next three years according to 


recent estimates. 


Would you like to have a list of more 
than 650 items ranging alphabetically 
from acetylene torches, adding machines 
and augurs through typewriters, wires 
and wrenches used in and around a tele- 
phone exchange? 


Write 
TELEPHONE ENGINEER 
Publishing Corporation 


Telephone ROgers Park 4-3040 
7720 Sheridan Road, Chicago 26, Illinois 











the Real Push 
Behind 
You'll find **Snips’’ 
medium to reach over 13,000 sheet 
metal, ventilation and warm air 


heating contractors. See indus- 
trial Marketing Data Book 


Snips Magazine 


‘S707 WEST LAKE STREET CHICAGO 44, ILLINOIS 


at Your 
3: 
MEDIA AND MARKET 


FACTS FOR BUILDING 
YOUR 1954 SCHEDULES 





. +. see the hundreds of pages 
of data covering 87 primary 
markets — specifications, rates 
and circulations of the 2,400 
business papers serving U. S. 
and Canadian industry — and 
the factual presentations of 200 
leading publishing organizations 
. +. in your 


1954 INDUSTRIAL MARKET 
DATA & DIRECTORY 
NUMBER 





sideration of all factors that can af- 
fect future sales, he said. 

Signode has tried to bridge the 
gap between the two schools, Mr. 
Heymann said. This is the way he 
described the company’s forecasting 
system: 

The first step is to list factors af- 
fecting sales, including: the level of 
customers’ business, technological 
changes, inventory policies of cus- 
tomers, government or military re- 
quirements and a comparison with 
competition on prices, products and 
services and quality and quantity 
of sales and advertising effort. 

A study of past sales records is 


made to try and learn how these 
factors have influenced former sales. 
Some factors are much more im- 
portant than others. Various in- 
dices of the more important factors 
will be checked against sales to find 
which index has the best correla- 
tion to sales. 

A study of variations from the 
normal or average pattern will yield 
important clues to the relative im- 
portance of the other factors affect- 
ing the company’s business. 

Once all these relationships have 
been studied, attempts can be made 
to foresee whether there will be 
important changes in the basic fac- 
tors during the period to be fore- 
cast, and to interpret such changes 
quantitatively as to the extent they 
will affect the company’s sales. 





How to stay ahead of your 
competition with Townsend 
special fasteners and parts 
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Here's free information to help you 
reduce material and assembly costs 








Double Feature . . More than 600 requests for c 
f ‘twir r for Townsend. 


aas ng w put -ations 


‘Twin ad’ campaign pushes 
Townsend Co.'s fasteners 


® PITTSBURGH .. A “twin ad” cam- 
paign has been launched by Town- 
send Co., New Brighton, Pa., to 
push the company’s cold formed 
parts and fasteners. 

The ads are opposing two-thirds 
pages, bleed, with “Townsend blue” 
as the second color. 

The campaign is running in Auto- 
motive Industries, Aviation Week, 
Business Week, Iron Age, Machine 
Design, Materials & Methods, Prod- 
uct Engineering and Steel. Four 
inquiry publications also are in- 


talogs resulted from first of series 


Inside columns are editorial. 

the schedule: Buyers’ 
Purchasing Digest, Design News, 
Industrial Equipment News and 
New Equipment Digest. Similar ads 
on the application of Townsend alu- 
minum nails are running in Build- 


cluded on 


ing Supply News. 

A flood of sales literature is ac- 
companying the campaign, including 
a miniature copy of Business Week, 
which is mailed whenever an ad 
runs in BW. The piece consists of 
an authentic Business Week cover, a 
sales plug and reprints of the ads. 

Townsend’s agency is Bond & 
Starr, Pittsburgh. 








First in 30 Years... At first sales convention of entire McGraw-Hill 
years were the above McGraw-Hill men who attended previous meeting in 1925: 


organization in 30 
T 


P, 


l. to r.: Edgar Kobak, Don Roy, James A. McGraw, George G. Sears, Donald C. McGraw, 


Robert K. Beard, H. W. Mateer, A. H. Hauptli and Arch Fisher. Bottom: 


Nick Palmer, 


J. P. Newman, Edward Coffey, Edward Mohren and W. M. Spears. 


McGraw-Hill spends $10,500 
per salesman on ads, promotion 
® RYE, N. Y. . . McGraw-Hill Pub- 
lishing Co., New York, believes in 
the product it sells . . advertising . . 
and is putting $10,500 in advertising 
and promotion behind every one of 
its salesmen this year. 

This fact was revealed when the 
sales staff of the giant publishing 
house held its first meeting as a unit 
in almost 30 years. The salesmen 
learned McGraw-Hill will spend 
$1,600,000 for advertising and pro- 
motion this year . . 3.6% of the 
company’s total advertising revenue. 

Other highlights of the meeting: 


1. Company vice-president and 
director of advertising Nelson Bond 
said 98% of the advertising in Mc- 
Graw-Hill publications last year 
was’ placed by advertising agencies, 
compared to 36% 30 years ago when 
the company held its last big sales 
meeting. 

2. Allen L. Billingsley, president, 
Fuller & Smith & Ross, Cleveland 
agency, said unsolicited business 
will increase for business publica- 
tions as they become more mature 
and develop a sense of greater pub- 
lic responsibility. 


3. Harold H. Kynett, Aitkin- 
Kynett Co., Philadelphia agency, 
said publication 


space salesmen 


Good Times? .. William A. R 
(right), president, Allis-Chalmers = 
Milwaukee, gets laugh with Nelson Bond 
(left), v. p. and advertising director, and 
Donald C. McGraw, president, both of 
McGraw-Hill, during speech at the ; 
lishing company’s sales meeting. 


should be specific about their pub- 
lication’s merits in talking to agency 
space buyers. 

4. William K. Beard, Jr., presi- 
dent, Associated Business Publica- 
tions, spoke out for “an awareness 
(among advertisers and their agen- 
cies) of what constitutes good pub- 
lishing principles,” as to circulation 
practices. “Good publishing. still 
pays off, because it offers the most 
in advertising value,’ he said. And 
he added, “the survival of the kind 
of publishing we believe in (paid 
circulation) is at stake.” 





BUSINESS 
MEN 


in the Pacitic Northwest 
depend on the Daily 


JOURNAL 
of COMMERCE 


FOR THEIR 
BUSINESS NEWS 


Six days a week the 
Portland DJC publishes 
the latest news about 
bids, contracts, permits, 
timber, financial, trans- 
portation—all types of 
business transactions. 


ay, ODS 
~~ - 


Seen naa 


Send for Sample Copy 





toe 


‘ 
L 


Daily Jexsaal-c&€ommerce 


711 Southwest 14th Ave. 
Portland 7, Oregon 


Working Tool of 
Pacific Northwest Business 


10 OPEN THE DOOR 
10 THE 


CONSTRUCTION 


MARKET 


Multi-Billion Dollar 
INDUSTRY 


Associated Construction Publications 





Construction Construction Bu:letin 








Construction Digest Constructioneer 





Construction News 


Monthly Dixie Contractor 





Michigan Contractor 


and Builder Mid-West Contractor 





Mississippi Valley 


New England 
Contractor 


Construction 





Rocky Mountain 
Construction 


Southwest Builder 
and Contractor 








Texas Contractor Western Builder 





For Information Write: 


G. L. ANDERSON, Sec’y. 
1022 Lumber Exchange Bidg., Minneapolis, Minn, 


May 1954 /158 





The Completely NEW 


1955 Market Data 
& Directory Number 


Redesigned to provide industrial advertisers and agencies 
with significant information covering 7 fundamental 
market-and-media questions, the 1955 MD&DN will 
contain essential data on 62 major classifications and 42 
sub-classifications of industries and trades. Material 
presented in each section will follow a standard pattern; 
will be easy to find and easy to understand. 


_ How the New 1955 MD&DN Will Inform Advertisers and Agencies on 
| 7 Basic Industrial Market-and-Media Questions! : 


L 


1. Information on: “What current trends and 
developments in the industry are note- 
worthy?” 


1. Current trends 


This segment, which leads off each section, will in gen- 
eral answer the question, “What’s going on in this 
field?” It will provide the latest available facts on 
basic trends and developments obtainable from com- 
petent sources. 


2. Information on: “What are the basic statis- 
tics—plants, location, sales, employment, 
etc.?” 


2. Basic statistics 


Under this head will be presented the essential sta- 
tistical material available on the particular market 
under discussion. Such facts will be given as number 
of units, location, sales volume, number of employes, 


etc. 
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3. Information on: “What does the industry 
buy—what products and services, and how 
much?,’ 


3. What the industry buys 


This heading will cover the highly important subject 
of what kind of products and services add up to worth 
while sales volume in a given field. Information as far 
as it is available will be given on this subject, in some 
cases with statistical summaries of quantities bought, 
etc. In effect, this is the counterpart of the BASIC 
STATISTICS segment: That one deals with what an 
industry makes and sells, this one with what can be 


sold to the industry. 


4. Information on: “How does the industry 
buy—buying standards, and factors who 
specify?” 


% 


4. How the industry buys 


Under this heading, analysis and discussion, rather 
than statistics, will provide information on the buying 
and specifying factors, the special qualifications sought 
in materials and services bought by the industry, etc. 











The purpose of this section, of course, is to provide the 
person who wants to sell something to this industry 
with a “short course” on how the industry buys, who 
is important, etc. Much of the controversial element 
may appear in this section—e. g., is the purchasing 
agent or operating man more important; should builder 
or architect be wooed harder? Etc., etc. 


5. Information on: “What sources are avail- 
able for further detailed market informa- 
tion on specific products?” 


5. Sources of data 


The facts, figures and charts in each market section 
are assembled from numerous sources. In order to 
make it easy for advertisers and agencies to obtain 
supplementary data, if desired, credit lines on refer- 
ence sources will be consolidated under this heading 
in each market section. 


5-ci Additional sources of information 


In order to place every possible aid for studying a mar- 
ket within easy reach of advertisers and agencies, two 


additional services are provided under this head: 


A. Available market data 

All known current market data and research 
related to each market, and available from 
publications in the field, are listed with sum- 
maries of contents. These items are numbered 
and may be easily ordered through the use of 
postcards which are bound into the book as 
a special insert. 


B. Trade associations & 

promotional groups 
This exclusive feature helps advertisers and 
agencies who desire to extend their explora- 
tions of a market. Each section contains a 
complete list of names and addresses of trade 


associations and promotional groups in the 
field from which additional information might 
be secured. 


6. Information on: “What publications serve 
the market—basic facts about them?” 


&. Media covering the market 

Each market section in MD&DN includes basic data, 
or cross-references, on all publications directly serv- 
ing all, or a part, of the market concerned. All publi- 
cations of possible value are easy to locate. There is 
no need to research prolific breakdowns of business 
paper classifications to discover usable media, and the 
hazards of omission are eliminated. 


Arranged so that all publications related to a market 
can be readily located, MD&DN lists over 2,400 busi- 
ness papers in the U. S. and Canada, together with 
condensed information on rates, discounts, circula- 
tions, mechanical data, etc., etc. Thus, the job of 
preparing preliminary schedules is vastly simplified. 


7. Information on: “Which publications are 
best qualified for schedule consideration?” 


7. “Tell-All” media information 
advises advertisers 


Information to help advertisers and agencies gauge 
the advertising values of pertinent media—specific 
information on market served, circulation, coverage of 
market, buying power, editorial services and influ- 
ence, comparative values, special services to adver- 
tisers, etc.—is provided in “tell-all” sales messages of 
publications, which for convenience of reference, are 
placed alongside data on market served. Over 200 
publications make this kind of additional information 
available to advertisers and agencies. 








The Market Data & Directory Number is the only reference which provides 
market-and-media data service covering all major classifications of industries 
and trades. Subscription to Industrial Marketing ($3.00 per year) includes 
MD&DN. The 1955 Edition will be issued June 25, 1954. New subscribers on 
record up to May 25 will be assured copies of the 1955 Edition. Address sub- 
scriptions to Industrial Marketing (MD&DN), 200 E. Illinois St., Chicago (11) 
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1954 
BACON’S 


Lists 2,850 busi- 
ness papers, farm 
papers and con- 
sumer magazines 
that use publicity 


PUBLICITY 
CHECKER —lists them alpha- 
betically and in 99 


market groups — compiled from thou- 
sands of publicity release lists — record 
system included that eliminates card 
files — shows how to prepare publicity 
and how to place it — reduces clerical 
time, eliminates deadwood and 
improves results. 


Price $6.00. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 


Sent on approval. 





If you wish to reach the 


coal trade use 


NEW YORK 
Whitehall Bidg. 


CHICAGO 
Manhattan Bidg. 


For over 68 years the leading 
journal of the coal industry 








COPYWRITER 


with industrial (or equivalent) 
background for N.Y. agency 


This is a@ good opportunity for a 
creative copy writer with several 
years of either industrial, trade or 
direct mail advertising experience 
who is looking for a chance to 
work on diversified accounts, in- 
cluding some consumer. We are 
a medium-sized (30-man) New 
York agency. small enough so that 
you won't be pigecnholed, and yet 
big enough so that your work 
will be noticed in the field. Tell 
us about your work and give us 
an idea of your salary require- 
ment. Box 498, Industrial Market- 
ae: 7 ae Ave., New York 








Publications Mgr. Wanted 


Executive with successful space selling 
record for estab. metal and industrial 
mags. expanding fields. Cleveland terr. 
Sal. & Com. Give exp. Box 497, In- 
dustrial Marketing, 200 E. Illinois St., 
Chicago 11, Hl. 











See Market Data Book 
Page 17 for information 
on monthly competitive 


ie verlisers J or 


~ esea rcn 


ROUTE NQ: 2 a NTON, 


Illustrated booklet describes how 
Sickles gets pictures and reports 
for Advertisers and Editors 


Send for free copy 
SICKLES 
Photo-Reporting Service 
38 Park Pl., Newark, N. J. 
MArket 2-3966 
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Reprints of editorial features 
are offered here as a special 
service to IM readers. Please 
send number and name of 
article with exact amount in 
coins, stamps or check to: The 
Editor, Industrial Marketing, 200 
E. Illinois St.. Chicago. 


gw Send for available 


reprints 


of Industrial Marketing saite, sein: slit inal: ual 
orders under $1. We'll be happy 
feature articles to bill you for larger sums. 





NY 


how to reach tough customers 


Industrial pipeline selling . . 
renneenare see more sales, bigger ad budgets in 1954 
anu , 19 Sc 
How to prepare acy ypvor nag A Agony ; : . 
Falk i 


by R e September, October, November and D 


70 « 


Before and after . . what have we learned from Readex? 


oward G. Sawye VecemDe 


Best- read industrial ads 


ovember, 


Idea book naa Black 


Novem Z0c 


How to select media in today’s ee conditions 
by Harold A. Wilt, October, 1953 

Forecast 6.9% gain in 1953 for business paper ad volume 
by Angelo Venezian, August, 1953. 50c¢ 


Which ad attracted more readers? ; 
A selection of Starch scored ads from Industrial Marketing's monthly feature. 


Sales promotion ideas 
A selection {rom Industrial Marketing's monthly department. 75c 


IM goes to a trade show . . and learns about exhibiting 
July, 1953. 75c 


You are now entering the industrial merchandising eral 
by G. D. Crain, Jr., May, 1953. 25c 


What 641 leading advertisers spend in business papers 
May, 1953. 50c 


How industrial advertising paid o 
An NIAA study of 17 case 1 onthe June 1951-Dec. 1952. 50c 


How to know when to use manufacturers’ agents 
by Thomas A. Staudt, Oct., 1952. 50c 


Eight advertisers tell results from external publications 
by John B. Mannion, July, 1952. 25c 


What will happen to expanded plant capacity? 
by W. A. Marsteller, June, 1952. 25c 


How to live happily with your agency .. and vice versa 
by Howard Sawyer, April, 1952. 25¢ 


91 companies report . . industrial salesmen earn average $8,000 in ‘51 
by Merle Kingman, Mar., 1952. 25c 


Salaries of industrial ad managers rise in past 11 years. . 
Median industrial advertiser spends $150,000 
by Bob Aitchison, Nov. and Dec., 1951. 25c 


Today's cheap advertising dollar . . is it fact or fancy? 
by Borden Putnam, Nov., 1951. 25c 


How to use Starch readership reports 
by Howard G. Sawyer, July, Aug., 1951. 25¢ 


Today's sales incomes can get out of hand . . stop them 
by Birney Miller and B. K. Moffitt, June, 1951. 25c 


A guide to better publicity 
by members of the Industrial Publicity Association, New York. 75c 


How industr 


buys 
by John H. Platten, Oct., 1950. 25c¢ 


« 


How business papers can meet their new competition 
by William A. Marsteller, April, 1950. 25c. 


Now to advertise to business men 
by Howard G. Sawyer. Selected from 1 1949-1950 series of articles. 75c 


How to measure results of industrial advertising 
by William A. Marsteller, May, 1949. 25¢ 


We went to four-color inserts on a cut budget 
by Clifford Stubbs, June, 1948. 25c. 


How can I find what type to use 
by A. Raymond Hopper, April. 1948, 25e¢ 


heat 33 tet 





Market research igh 
by Richard D. Crisp, Feb., 1948. 25¢ 











Index to Advertisers 





*Abernethy Publications 

*Advertisers’ Research Service .. 158 

*American Artisan 

*American Ceramic Society 

American —— | neni The 39 

*American City, T 109 

*American Lonkeeten & Building 
Products Merchandiser 

*American Metal Market 

*American Society of Civil En- 
gineers, The 

*American Society of Mechanical 
Engineers 

*American Society of Tool Engi- 
neers, The ... Insert Between 48-49 

*Annual Meat Packers Guide .... 14 

*Appliance Manufacturer 24 

*Architectural Record 

*A.S.M.E. Mechanical Catalog and 
Directory 

*Associated Construction ie 
tions 

Automatic Control 

Automation 

*Aviation Age 


*Bacon’s Clipping Bureau 
Black Diamond 
*Boxboard Containers 
*Bramson Publishing Co. 
*Breskin Publications 
Business Week 


Canadian Industrial Equipment 
News 
*Ceramic Bulletin 
Chemical Engineering 
Chemical Engineering Catalog .. 
*Chemical Engineering Progress . 
Chemical Materials Catalog 
*Chemical Processing 
Chemical Week 
*Chicago Thrift-Etching Corp. .. 
*Chilton Publications 
*Civil Engineering 
*Commercial Fertilizer 
*Conover-Mast Corp. 
. 42-43, 62-63, 90, 117, 4th Cover 
*Conover-Mast Purchasing Direc- 
tory 
Construction 
*Construction Bulletin 
*Construction Digest 
*Construction Equipment .. 4th Cover 
Construction Methods & Equip- 
ment Insert Between 32-33 
*Construction News Monthly.155, 160 
*Constructioneer 
*Consulting Engineer 
*Contractors & Engineers.109, 136- 137 


*Daily Journal of Commerce .... 
*Dixie Contractor, The 

*Dodge Corp., F. W. .... 89, 114-115 
*Domestic Engineering 9 


Eastman Kodak Co. » 110-11) 
*Electric Light & Power 16-17 
*Engineering & Mining Journal 

2nd Cover 


*Factory Management & Mainte- 
nance 

*Food Engineering 

*Food Processing 

*Foundry 

*Fritz Publications, Inc. 


*Gardner Displays 
*Gardner Publications 
*Gas 


Gray, Inc., Russell T. 
*Gulf Publishing Co. .......... 26,77 


*Haywood Publishing Co..13, 16-17, 34 
*Heating & Ventilating 93 
*Heinn Company, The 

*Hitchcock Publishing Co. .... 35, 151 


Industrial & Engineering Chem- 
istry 

*Industrial Equipment News .... 

*Industrial Heating 

*Industrial Maintenance, and Plant 
Operation 

*Industrial Marketing 

*Industrial Press, The 

*Ingenieria Internacional 
struccion 

*Ingenieria Internacional Industria 48 

*Institute of Radio Engineers, 
Inc., The 

International Transparency Co.. 
Interstate Photographers . 3rd Cover 

*Iron Age 

*Iron & Steel Engineer 

Ivel Corporation 


*Jenkins Publications. Inc. 

*Tohnson, Inc., Franklin H. 

*Journal of the American Concrete 
Institute 


*Keeney Publishing Co. 
Kleen-Stik Products, Inc. 


*Machine and Tool Blue Book .. 
*Machine Design 
*Machinery 
*Maclean-Hunter Publ. Corp. .. 
*MacRae’s Blue Book 
Facing Page 65 
*Maintenance Publishing Co. 139 
Marsteller, Gebhardt & Reed, Inc. 83 
*Materials & Methods 
*Maujer Publishing Co. 
“McGraw-Hill Digest 
*McGraw-Hill International Corp. 
29, 48, 149 
*McGraw-Hill Publishing Co., Inc. 
.. 2nd Cover, 6-7, 21, Insert Between 
32-33, 46-47, 50, Insert Between 
64-65, 74-75, 94-95, 98-99, 102-103 
*Mechanical Catalog 
*Mechanization, Inc. 
*Michigan Contractor & Builder 155 
*Mid-West Contractor 
*Mill & Factory 
*Mississippi Valley Contractor .. 
*Modern Machine Shop 
*Modern Packaging 


, *Modern Railroads 


National Electrical Contractors 
Ass’n., The 

National Industrial Adv. Ass’n. . 

*National Provisioner, The 

*New England Construction .... 

*New Equipment Digest 

*New South Baker 


Oil and Gas Journal, The 


*Packaging Parade 
*Panamerican Publishing Co. .... 160 


*Paper & Pulp Mill Catalogue .. 
*Paper Industry, The 
*Penton Publishing Company, i 


Petroleo Interamericano 
*Petroleum Engineer, The 
*Petroleum Processing 
Petroleum Publishing Company, 

Inc. 

*Petroleum Refiner 

*Pit and Quarry 

Plumbing & Heating Business .. 
*Proceedings of the I.R.E. 
*Product Design & Development . 
*Product Engineering 
*Production Engineering & oe 
*Public Works 
*Purchasing 
*Putman Publishing Co. 


Qualified Contractor 


*Railway Age 
Refinery Catalog, The 
*Reinhold Publishing Corp. 

20, 25, 39, 70-71 
*Rock Products 66-67 
Rocky Mountain Construction . 155 


“Saturday Evening Post, The ... 
Sawyer’s Inc. 
*School Executive, The 
Sickles Photo-Reporting Service 158 
*Simmons-Boardman Pub. Corp. . 61 
*Smith, Inc., Harry W. 150 
*Smith Publishing Co., W.R.C. 
106- 107, 121 
*Snips Magazine 
*Southern Advertising and Pub- 
lishing 
*Southern Food Processor 
*Southern Garment Manufacturer 
*Southern Jeweler 
“Southern Power and Industry .. 
*Southern Printer 
*Southern Pulp and Paper Manu- 
facturer 
*Southern 
Outfitter 
*Southwest Builder & Contractor 155 
*Steel 85 
*Sweet’s Catalog Service 


Publishing 
154 


Stationer and Office 


*Telephone Engineer 
Corporation 
*Texas Contractor 
*Textile Industries 
*Textiles Panamericanos 
“Thomas Publishing Co. 
“Thomas Register 
Timberman, The 
*Tool Engineer, The 
Insert Between 48-49 


United States Envelope Co. 
* Utilization 


*Vance Publishing Corp. 
Viewlex, Inc. 


*Wall St. Journal ...._ 
Wallaces’ Farmer 

Homestead 

Warren Company, S. D. 
*Western Builder 
*Wood and Wood Products 
*Wood Working Digest 
Woodall Co., Inc., The W. P. ... 
*World Oil 


“For detailed reference data see The Annual Market Data and Directory Number 
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MORE THAN 


6600 
CONCENTRATED 


CIRCULATION 


At the LOCAL LEVEL 


throughout 


OKLAHOMA 

eastern MISSOURI 
western TENNESSEE 
ARKANSAS 
MISSISSIPPI 
LOUISIANA 


Your message in Construction News 
Monthly gets closer to your prospect be- 
cause you are speaking to Bim through 
his local source for information about 
jobs, letting dates, etc..—bread and but- 
ter information. 


IN OUR 21st YEAR 


CONSTRUCTION 
NEWS MONTHLY 


Little Rock, Arkansas 














INDUSTRIAL MARKETING 
IN LATIN AMERICA 
frequently requires an 

approach to textile mills 


TEXTILES PANAMERICANOS 
makes and keeps contacts for 
you with the largest buyers in 
Latin America’s largest industry. 
It lets you talk their language. 
Investigate how its leads can 
help your distributors close more 
business . . . more quickly. 





——————————e 74 








| PANAMERICAN PUBLISHING COMPANY, Inc. 
S70 7th AVENUE, NEW YORK 18, 1LY. 


SS eee 
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| Which ad 


attracted 
more readers? 


® THE CONVENTIONAL ad attracted 
more readers than did the reverse 
ad. 

The conventional ad earned a 
Noted score of 27% and a Read 
Most score of 10%, compared with 
a 7% Noted and 3% Read Most for 
the reverse ad. 

Reverse layouts have been shown 
repeatedly to hurt readership. This 
is another instance where a reverse 
came off second best. Further, the 
illustration in the second ad was cut 
out in silhouette against the black 
background so that the product was 


Conventional. ad 
Seen- 


Noted Assoc. 


Below is 
the answer 
to the problem 


on page 142 


not shown in use or in natural set- 
ting. This robbed the ad of realism, 
and further depressed the score. 

Other factors that affected the 
scores: 

1. The first ad showed the prod- 
uct in use. 

2. The headline told just enough 
to tantalize the reader to read the 
copy for the full story. 

3. The headline in the reverse ad 
made only general claims. 

The average scores, reported by 
Daniel Starch & Staff, Mamaroneck, 
Re Bl 


Reverse ad 
Seen- Read 


Noted Assoc. Most 





@ Noted denotes the percentage of 
readers who, when interviewed, said they 
remembered having seen an ad—whether 
or not they associated the ad with the 
name of the product or advertiser. 


Ss) Seen-Associated denotes the per 


6% 3% 


cent of readers who said they remembered 
seeing the ad and associated it with the 
name of the product or advertiser. 


2] Read Most denotes the per cent of 
readers who read 50% or more of the 


copy. 





Launch certified readership 
audit for business papers 

® NEW yorK .. A new independent 
service, enabling publishers and ad- 
vertisers to obtain certified reader- 
ship counts, has been set up here. 

Organized by Henry H. Buba and 
Ernest E. Wachsmuth, the Certi- 
fied Readership Audit Co. is ex- 
pected to operate mainly with pub- 
lications distributed by controlled 
circulation methods, although its 
services will be available to paid 
books as well. 

Upon individual assignment, CRA 
will undertake to circularize a sam- 
pling of an entire circulation list, 
asking three basic questions. These 
queries will concern accuracy of 
name, address and title of the re- 


cipient, his statement as to whether 
or not he reads the particular mag- 
azine being surveyed, and a record 
of his desire to continue receiving 
the publication. 

Telephone interviews will be con- 
ducted in 75 cities for follow-up or 
additional research purposes. 

CRA will act, according to its two 
principles, as “a simple nose-count- 
ing method, which will help a pub- 
lisher get rid of deadwood on his 
circulation lists.” It will do no 
publicizing or promotion of its re- 
sults, but will merely turn over an 
audited report of its findings to the 
publisher or advertiser employing 
its services, who will then use these 
results as he sees fit. 














‘Interstate offers the best coordinated 
photographic service we have found... 


says Bayard Allis 
Director of Public Relations and Advertising 
Barium Steel Corporation 





’ 


“With 16 affiliated companies, all in different lines of 
business and scattered across the country, the photographic 
problems of Barium Steel are difficult and complex, to say 
the least. 

Whether the assignment is pictures for advertising, for 
publicity, or for sales purposes, INTERSTATE offers the best 
coordinated photographic service we have found; they con- 
sistently produce excellent photos and facts on time to solve 
our diverse problems.” 

For a typical assignment, Mr. Allis simply picks up the 
phone and calls INTERSTATE, outlines the problem, and tells 
us who to contact. We do the rest. 

Remember that INTERSTATE service is unique. We do all 
the leg work—arrange shooting dates, procure models, brief 
the photographer on lighting, camera equipment. desirable 
camera angles and client restrictions. 

Photographic specialists do the photography, and quali- 
fied reporters handle case-histories when reporting coverage 
is wanted. Each man is a professional in his own field, each 
works from detailed shooting scripts and questionnaires 
(both prepared by INTERSTATE). 

We cover any type of photographic assignment: location, 
commercial, illustration, industrial, fashion, news. And, when 
requested, we will obtain excellent testimonials or case-his- 
tories. All this, anywhere in America, in 24 hours if you need 


it. Motion pictures and 3-D, too. 
2100 selectively-screened photographers and reporters 
= are ready to serve you. So for quality photography or report- 





ing the painless way, get in touch with INTERSTATE and make 
us prove that we can do a job for you. 


DIVISION OF INTERSTATE INDUSTRIAL REPORTING SERVICE, INC. 
INTERSTATE PHOTOGRAPHERS 


Division of 

247 WEST 46TH STREET, NEW YORK 36, N. Y. Circle 6-4950-1-2 INTERSTATE INDUSTRIAL REPORTING SERVICE, INC. 
247 w. 46th STREET, NEW YORK 36, N. Y. 
ALEXANDER ROBERTS, General Manager 


OD Please give me more information about your service. 
(7 Have your representative call. 


NAME 

COMPANY 
DEPARTMENT 
ADDRESS 

CITY AND STATE...... 


Dn cs ce ce me a ee ee ce a a ee ce eS ee ee ee 





CONSTRUCTION EQUIPMENT helps the Frank G. Hough Company sell more 
Payloaders to the industry. 


It can help you increase sales too! 





THE FRANK G. HOUGH CO. 


COAOKEE OED WELK, THRE TeaCrOR ¥ ia, TeactOns «fone ane 

oe ee OO et 
RTIVVILEE, HLttNOTS 
‘ 


Cerceee teeeee vreee bene 


February 13, 3984 


ills ae: 


les 


Wr, B. P. Mast, Jr. 
Assistant Publisher 
COKNSTRUCTION EQUIPMENT 
205 East 42nd Street 
New York 17, New York 


Dear Bud: 
Publisher, agency and advertiser are united 


in a mutual sense of satisfaction when the results of 
their combined efforts are reflected in increased sales, 


ae | ert 
bt Ki Ni th iascatis 


We would like to share with you a summary of 
the accomplishments of The Frank G. Yough Co.'s 1953 ade 
vertising program in the pages of CONSTRUCTION E.'/IPMENT, 


Inquiries from advertisements showed a slight 
gain over the previous year but the resulting sales 
were more than double. As a matter of fact, we were 
able to trace a larger number of sales to ads in 
CONSTRUCTION EQUIPMENT than any other single publication 


during 1953. 
. 4 
y We believe you and your staff deserve conoratue 
fe? lations for the efforts which have contributed to th 
& publication's improvement and to the position it holds 
among its ‘readers. 


With every good wish for continued success, 
Sincerely, 
THE FRANK G, HOUGH CO, 
Madison L,. Crawford 

2 Advertising Manager 

VLC:BH 


cc: Mr, Bill Baldwin 











‘Inquiries from advertisements showed a 


slight gain over the previous year b 
the resultingGales)were more thaalGactia> 


As a matter of fact, we were able to trace 
a larger number of sales to ads in 
CONSTRUCTION EQUIPMENT than any 
other single publication during 1953." 





THE EQUIPMENT 
APPLICATION MAGAZINE 





A CONOVER-MAST PUBLICATION 


oon 





